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1NOTE:
As this study may eventually be used
by brandy marketers and advertising
agency personnel, all research and
multidimensional scaling




There are many products on the retail market that
have few if any intrinsic product differences. The
only differences are those existing in the consumer's
mind: his perceptions of the product or product
category. Brandy in Hong Kong is this kind of product
and the perceptions a brandy product creates are what
will determine its very success or failure. Yet there
is no reliable research method in use today in Hong
Kong to get in touch with and maintain the contact with
consumer perceptions about brandy, and millions of
dollars are pumped into brandy products in a hit or
miss way every year, as brandy marketers must make
decisions based on insufficient or misleading information
Multidimensional scaling is a research technique
originated and designed to measure human perceptions.
So, to test its relevancy and potential for the brandy
market in Hong Kong, a study was conducted in which
seventy-nine face-to-face interviews were undertaken
to collect perception data from brandy drinkers.
This data was processed using multidimensional
scaling procedures and then evaluated by brand, by age
and by income. The end results suggested that the
advertising messages of none of the six leading brands
3were being communicated faithfully and that brandy
drinkers were drawing perceptions from the
advertising that were not meant to be drawn.
Results further suggested that two brands were in
serious trouble with the young age groups, and also
suggested that two modest brands may, in fact, be
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9PREFACE
The cost for advertising and promoting consumer
products in Hong Kong reached an all-time high in
1981 of HK$1,027,000,000.00.1 This total figure has
been growing steadily over the last five years and,
with no foreseeable factors to the contrary, should
continue that growth and provide another record
high for 1982.
The brandy market accounts for a full four percent
of that annual total. This massive amount of money
(approximately HK$45,000,000.002 in 1981) is spent to
separate and differentiate between brands that have
few, if any, intrinsic product differences.3
The only differences that these products enjoy
are perceived differences such as the difference in
taste, the difference in quality and the difference in
status. Although these differences exist firmly in
the minds of most consumers, they exist nowhere else.
1Source: Hong Kong Media Research Indexes
(1976-1981). These indexes are published annually by
Hong Kong Media Research Limited.
2Ibid.
3This fact is proven by researches done for Remy
Martin and Bisquit by Survey Research Hong Kong Limited
in 1977, 1979, and 1982 respectively.
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They have no basis in fact whatsoever. So they are
only perceived differences.
Therefore, for any brandy marketer, the creation
and maintenance of these perceived differences are
the single most essential elements of any marketing
plan for brandy, since these are the elements that
determine the packaging, the positioning, the price,
the advertising, the image and ultimately, the very
success or failure of the brand itself.
Yet, to date, the research methods used by brandy
marketers to determine these all-important consumer
perceptions in Hong Kong have been the same techniques
used to collect and assess data about relatively
unimportant subjects (focus groups and questionnaires).4
Consequently, the majority of large advertising
budgets committed in the Hong Kong brandy sector have
been committed on the basis of incomplete, and often'
completely misleading data. Therefore, it is no
surprise that many of these efforts have had singularly
disastrous results, as will be detailed later in this
study.
4According to an executive from one of the leading
marketing research houses in Hong Kong, over 70 percent
of the research they have done in 1981 employed either
one of these two techniques.
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To this end, a new technique will be introduced,
tested and evaluated for this type of perception
research. This technique is known as multidimensional
scaling (MDS). It has been designed specially to
elicit and evaluate consumer perception data, and has
never been used for brandies in Hong Kong.
This study will prove the superiority of the MDS
method over ordinary techniques of research in this
category and illustrate the vast potential for MDS
research in the brandy market sector.
The researcher wishes to express his sincere
gratitude to Dr. John P. Cragin, who has given him
invaluable encouragement, guidance, and advice to the
conducting of this study. He is also specially
indebted to Mr. Oliver H. M. Yau of the International
Business and Marketing Department, Chung Chi College,
Chinese University of Hong Kong, for his valuable
guidance in the adaptation and operation of the
various multidimensional scaling programs used. Of
course, special thanks are to be extended to the
helpful interviewers and interviewees, and to a
number of friends for their valuable suggestions and
comments on the design of the questionnaire. Last but
not the least, the researcher wishes to thank Miss Annie
Chui, who painstakingly did the typing of this report.
1CHAPTER I
INTRODUCTION TO MULTIDIMENSIONAL SCALING
Multidimensional scaling (MDS) is a research
technique. It was developed especially to give
researchers a better understanding of the relation-
ships between different sets of objects when the
underlying dimensions are not known.
Although MDS has other applications, it was
primarily developed and has most often been
employed to study human perceptions.
The way in which people perceive things like
colours, smells, designs, semantics, tastes, adver-
tising, status and other opinion-heavy values vary
dramatically from person to person, from stimulus
to stimulus and from time to time. As a result,
researchers in many areas have needed a reliable
tool to extract and evaluate perception information
in a consistent meaningful way.
That way, more and more, is MDS. For it has
proven itself reliable.
As its name implies, multidimensional scaling
takes input data and 'scales' it in more than one
dimension. In other words, it takes information
2and represents it in a spatial picture or graph,
or map. The dimensions become the longitude and
latitude of that map....or the names of the axes
of that graph. So the map, or graph, gives the
researcher a clear picture of the perceptions of
the respondents in terms of those axes.
For example, if you were studying the reactions
of people to two separate pieces of music, you might
find that your graph axes might run as follows: The
horizontal axis might run from simple to complicated,
while your vertical axis might be from very slow beat
to very fast beat.
Your finished graph would plot the respondents'
perceptions of the music wherever they fell between
these axes and the area in which those responses
fell would tell you the essential similarities and
dissimilarities between the two pieces of music,
thereby giving you an idea of the relationship
between them even though the responses did not stress
a comparision. It is this ability to discover hidden
relationships and dimensions which makes MDS such a
potentially useful tool in perception research.
Furthermore, MDS has the ability to draw meaningful
conclusions from very little data input. It has
virtually no experimenter-contamination and it can
uncover completely new relationships that might
3otherwise go completely undiscovered.1
For these reasons, along with its proven
superiority in perception tests, MDS has been
chosen for use in this study on brandy perceptions.
METRIC AND NON-METRIC SCALING
According to KIDS experts Schiffman, Reynolds anc
Y oung2: any bright twelve-year-old with a ruler
can measure the distances between cities on a map,
but it is a vastly different exercise to reconstruct
that map, given only the distances.
Yet this is precisely what MDS attempts to do.
There are two ways in which MDS can attempt to-
reconstruct this map. Assuming we are given the
distances between, say ten cities, we would have
forty-five distances (each city being related, in
distance terms to the nine others for a total of
ninety, and half of these being duplications such as
New York to Washington 205 miles....and Washington
to New York 205 miles, therefore the useful total
of forty-five).
1S. S. Schiffman, M. L. Reynolds and F. W. Young.
Introduction to Multidimensional Scaling. Theory,
Methods, and Applications (New York: Academic Press,
19 1), p. 3.
2Ibid..p. 6.
4The first method of reconstructing this map
would simply to plot points on a map such that they
correspond to the forty-five distances given. This
is a straight transferral of 'difference' data to
corresponding 'spatial' points on a graph or map.
The differences of the data end up as distances on
the graph. This is metric multidimensional scaling.
The second method would be to transform the
data into an order of magnitude. For example we
could call the shortest distance 1, the next
shortest 2 and so on until the largest mileage
distance was called 45. Then we would plot points
on our graph such that the ranking of the forty-five
points corresponded to the ranking of our data.
This method transforms difference data into an
order of magnitude ranking (in a process called
monotone transformation)3, and then uses this ranking
to determine the distances between the points on our
graph. This method is known as non-metric multi-
dimensional scaling.
In actual practice, it is no surprise to find
that the first method, metric MDS can reconstruct a
precisely accurate map. The surprising thing is,
in this instance, that the non-metric MDS can also
3Hair Jr. J. F., Anderson, R. E., Tatham, R. C
and Grablowsky, B. J. Multivariate Data Analysis
(Oklahoma: Petroleum Publishing Company, 1979),
pp.305-306.
5reconstruct a virtually perfect map too.'
In point of fact, where only rank order relation-
ships are possible, non-metric-scaling provides
better results in fewer dimensions than any metric
solutions.5
In the city mapping example given, we only
calculated in two dimensions, as is the case with
any flat map. However, had we included the moon as
an eleventh city, we could have recreated a map in
three dimensions (longitude, latitude and altitude),
which would not only give us the altitude of the moon,
but would give us its exact position at the time the
measurements from the ten cities were taken.
This three-dimensional map could be reconstructed
with either metric or non-metric MDS.
For the purposes of this study, since we will be
concentrating on consumer perceptions and the relative
importance of those perceptions, we will only be using
the non-metric MDS techniques.
IDEAL POINTS IN MULTIDIMENSIONAL SCALING
Using MDS techniques, it is also possible to
arrive at the consumers' perceived 'ideal' for various
attributes. This would be the most preferred
combination of perceptions for virtually any value.
4Schiffman, op. cit., pp.7-9
5Ibid., p. 10.
6Once this 'ideal' point has been located on the
graph, it becomes easy to see how close, or how far
away the perceived values for the stimuli we are
testing are located, relative to this 'ideal'.
In many cases it is found that the 'ideal' is
quite different from the attributes existing in any
of the tested materials and this can give marketers
a very clear direction of where to go in developing
new products, or in reformulating old ones.
The procedures for determining this ideal point
take into account the differences in consumer
perceptions and the differences of degree of
importance attached to each, such that the arrival
at the ideal point is the arrival at that point most
common to the ideal of all tested respondents.
So our ideal point will have some relevance to
all consumers, even though it may not, in fact, be
the exact 'ideal' of all.
SOME WORKING ASSUMPTIONS ON HUMAN PERCEPTION BY MDS
The original technique of multidimensional
scaling was worked out as far back as 19366 and the
various procedures have been improved upon ever since.
During this period, MDS studies and other
studies have uncovered a number of interesting insights
that must be viewed as working nssmti nn.q whPnAVAr
6Schiffman, op. cit., p. xiii.
7human-perception research is undertaken. Briefly,
these are:
1) Consumer perceptions may be entirely different
from any 'common-sense' assumptions held by
the researcher or marketer.
2) Consumers themselves may have widely differing
perceptions from the same stimuli.
3) Even where consumers share the same perceptions
they may not attach the same level of
importance to that perception.
4) Consumers may not necessarily maintain the
same perceptions from a given stimulus, or
may not assign it the same level of importance 7
over a long period of time.
ADVANTAGES OF MDS OVER CONVENTIONAL CROSS-TABULATIN
OF DATA COLLECTED FROM FOCUS GROUPS AND INTERVIEWS
For ordinary marketing research studies cross-
tabulation is more than sufficient to satisfy the
objectives, but it begins to have serious problems
as a methodology when applied to studies which are
attempting to measure human perceptions.
Cross-tabulation tends to be quite superficial,
and although it may well reveal dimensions, it cannot
differentiate between the important ones and the not-
so-important ones.
MDS, however, as pointed out in previous pages,
cannot only identify the important underlying
7Hair Jr., op. cit., pp.289-290.
8dimensions but also determine which dimensions
are most important and exactly how they relate to
one another.
In terms of the sample, cross-tabulation, to
be effective, must break up the sample into definite
sub-groups. So, if one was to start with a sample
of 100 people, cross-tabulation methods would have
to break them down into male/female... brandy drinkers/
non-drinkers... frequent brandy drinkers/occassional
brandy drinkers... etc. If one_ had hoped to elicit
information from male heavy drinkers, one- might be
left only with a sample size of ten people which may
not result ir_a statistically significant result.8
MDS, on the other hand, can draw useful data
from the entire sample group and furthermore, can
deliver an accurate and meaningful interpretation
of data from a much smaller sample group than would
be statistically significant using the cross-
tabulation method.
So the MDS method can, in fact, draw more and
better information from fewer people.
8As a rule of thumb, for applications of normal
distribution in statistical inference, the sample size
must be twenty-five or greater for satisfactory
approximations. See Chou, Ya-Lun, Statistical Analysis,
2nd ed. (New York: Holt, Rinehart and Winston, 1975),
p. 213.
9WHERE MDS HAS BEEN USED BEFORE
As a testimonial to the efficacy of MDS as a
marketing tool, the researcher would like to include
a brief list of the areas in which MDS has been
successfully used in the past. These areas include:
A. Sales and market research
1) Market research- one of the first areas
of marketing in which NMS models were
applied. (Doelhert, 1968).
2) Sales and market share- analysis was
measured by Green and Carmone (1968) with
regard to the computer market. Later,
Barnett (1971) investigated the market
structure i.e. the question when intro-
ducing a new brand (or product), how many
of the company's customers for an older
product will be attracted by the new one.
3) Market segmentation- for providing useful
guidance to marketing decision-makers,
especially with relation to different
market segments, was investigated by
Johnson (1971).
4) Determination of marketing mix- increasing
a firm's management knowledge of its markets,
by obtaining detailed measures of market
characteristics.from that firm's salesmen,
can be achieved by employing an non-metric
mul ti dimensional scaling (NMS)
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B. Buyer Behaviour
1) Consumer buying behavior- has been studied
by Cook and Hernitzer (1968) who explored
marketing audits of buyers over time.
2) Buying behavior in industrial marketing-
was successfully studied by employing an
NMS technique by Wind (1968).
C. Brand and Product Analysis
1) Brand positioning policy- problems in this
area were commented on by Stefflre (1968),
who first suggested the application of NMS
techniques for the design of new products
for existing markets and new markets for
existing products.
2) Brand preference- was one of the early
areas to be investigated by an NMS techni-
que. Brand preference and its relationship
to self-concept theory, were investigated
by an unfolding multidimensional technique
(Birdwell, 1963).
D. Vendor evaluation
Vendor evaluation can also be assessed by NMS
technique. An article by Wind, Green and
Robinson (1968) shows a way to identify the




one of the first applications of NMS models
in international marketing was put forth by
Stef f lre (1968) in his study on brand
positioning and market structure. More
recent studies are by Perry and Perry (1974)
and Meidan (1979)9.
As is evident, MDS has more than proven itself in
many areas of marketing research which have generally
been lacked of solid techniques for obtaining and
evaluating data.
9For a fuller account on when to use NMS in
Marketing, as well as for full details on the
bibliographical items mentioned in this note, see:
A. Meidan, When to use nonmetric multidimensional
scaling in marketing research, published in European
Research, March 1975, Vol. 3, No. 2. pp.59-65.
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CHAPTER II
THE BRANDY MARKET IN HONG KONG
The brandy market in Hong Kong is unique in all
the world. Per capita, Hong Kong consumers drink
more brandy and pay more money for it that anywhere
else.
In 1981 the total duty payment of the brandy
market in Hong Kong was HK$979,498.001
The market is divided into three basic categories
quality), Superior Cognac (Brandy from the Cognac
province-higher quality),3-star/Grape Brandies (Brandy
not from the Cognac province-poor quality),
The VSOP category comprises 80 percent of the
total market and within that VSOP category 75 percent
is made up of only six brands: Martell, Remy Martin,
Courvoisier, FOV Bisquit and Hennessy Cuvee Superior 2
Contrary to popular consumption world-wide, the
Hong Kong brandy drinker tends to drink most brandy
1Source: Hong Kong Government, Trade Industry
and Customs Department.
2Source: Brandy Survey 1981, an annual syndicated
survey by Survey Research Hong Kong Limited.
VSOP Cognac (Brandy from the Cognac province-medium
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out of the home, he tends to drink it with meals, and
he tends to drink it mixed, with water, ice or soda.3
THE BRANDY PRODUCT
The brandy itself, in all categories, from the
lowest quality grape brandy to the most prestigious
XO, has in fact very few discernable intrinsic product
differences.
This was proven in studies by Remy Martin (1977)
and Bisquit (1979), wherein heavy brandy consumers
were given a number of unlabelled brandies to examine
and taste, and could not make any distinction whatso-
ever in quality, taste, probable price, age, etc.
Therefore it is reasonable to assume that the
only differentiation between any brandy must be made
by the packaging and the advertising.
In other words all and any differences are
perceived differences.
It seems obvious that, for the most part, the
success or failure of any brandy in Hong Kong is
mostly due to the advertising which is currently
being run.
Equally obvious is the fact that the success or
failure of individual brands has been more a matter
of luck than management. Each has cast around blindly
for widely differing positions and executions on a
seemingly trial and error basis, no one being quite
1Ibid.
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sure of the desires or needs of the market, and each
simply trying out at random various types of adver-
tising until some measure of success, as reflected
in sales, persuaded them to stay with one position
and one type of execution.
The most notable examples being Martell and FOV,
THE MARKET HISTORN
Over the last ten years, these six brands have
been jockeying for the number one position through
a series of different advertising and positioning
approaches.
Originally Bisquit was the best selling, with
its good luck connotations (gold body-red top) but
began declining about ten years ago as Remy positioned
itself to be the banquet brandy. With this positioning
Remy became number one and Bisquit continued its
decline to number five, and beyond.
Remy, feeling secure in its banquet position,
decided to branch out and try to capture home and
casual drinking situations with its international
campaign. Martell, seizing the opportunity,moved
in with a 'Celebrity endorsement' campaign, and not
only took the banquet trade from Remy, but captured
its first-place slot as well, which it has retained
to this day.
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Over the past two years Remy have tried
unsuccessfully to regain that position with two
widely differing positions while Martell has retained
both its positioning and its number-one spot.
Bisquit, declining dangerously over a four or
five-year-period, hastried as many advertising
campaigns but each has only hurt it worse, until one
year ago they hit on the simplistic Hillbrow campaign
which was able to sustain their sales. Following
that up with this year's Yacht campaign, in exactly
the same simplistic format, Bisquit has maintained
its share.
THE PACKAGING HISTORN
Much the same as in their positionings and
advertising, all brands have gone through an evolution
of packaging, from transparent bottle, to green bottle
and to frosted green bottle.
The notable exception to this flurry of packaging,
advertising and positional shifts has been FOV which
was not in the top four until 1979 and is not, in
fact in the VSOP category at all. In reality it is
not even a brandy sold in France, yet its consistent
advertising, positioning and packaging have made
it one of the most steadily growing and most prestigious
brandies in Hong Kong. So much so, that even though
it is priced slightly higher than most VSOP's ($105
16
compared with $80- 85 for most VSOP's), it is
slowly but surely becoming a major threat to the
VSOP's.
BRANDY ADVERTISING HISTORY
Just as in the products themselves, the advertis
ing- for the six brands has been pretty much the
same.
Although a few years ago all brands hoped to
capture the banquet market, all now look towards
the young drinker aged twenty-five or under. (This
group of males comprises. over 25 percent of the
Hong Kong population and so has the greatest
potential.)
So the thrust of the advertising has changed
somewhat from the old-fashioned good luck and
festivities type of advertising (designed to attract
the older, banquet crowd) to the new,expensive
quality/prestige commercials.
At present, in May 1982, the six brands were
running commericals with the following look and style:
MARTELL (Number one brand)
rMartell's Celebrity in France on-going
advert ising.camnaign has been running for nearly four
years and puts local television and movie personali-
ties. in France, where they enjoy the country and
17
drink Martell.
New commercials simply change the personalities
and the locales.
The strategy in the newest commercials is to
show even more French-style ways of enjoyment such
as the Moulin Rouge cabaret, the launch-tour of
the river Sevres and'grande prix' sports car driving
through the French countryside to the Chateau Martell.
The theme line remains the same since
Martell became number one in Hong Kong: Martell.
The most popular cognac in France and Hong Kong.
REMY MARTIN (Number two brand)
Since losing its number one position, Remy has
been casting around with various campaigns, usually
a new one every year, but for once in four years,
Remy has decided to keep a campaign for two seasons.
This campaign is called 'the world of difference'
campaign and attempts to show an aspirational life-
style associated with the Remy drinkers.
The new campaign in 1982 is simply a Hong Kong
version of commercials used earlier in the campaign.
The strategy is to upgrade the image and to
associate it with deluxe appointments and very
upscale people.
The slogan remains Remy Martin, the best-selling
cognac in the world.
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FOV (Number three brand)
A surprise to many people, especially marketers
of the other five brands, FOV this year rocketed into
the number three position in spite (or perhaps because
of its) maverick positioning and advertising.
FOV, in a unique tall bottle, is generally known
to be a 'made-up' brand. It is not sold in France,
only blended together and sold in Hong Kong. This is
relatively common knowledge. Furthermore, it is.not
a cognac. And in addition to all this, it is priced,
at $105, as probably the highest in the market for the
non-special brandies.
Previously sold only in Shanghai before World War
II, FOV had been around for as long as most people can
remember, but did not become a product with mass appeal
until about four years ago when its ultra-high snob
appeal commercials were launched.
So snobbish were these commercials, portraying
people picking higher and higher quality brandies as
the talk of the rich gets richer, finally selecting
FOV as the ultimate, that the commericals are
actually funny and intended to be over-the-top.
The current commercial is simply an update of
this winning formula.
The slogan remains FOV: Taller than the rest.
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COURVOISIER (Number four brand)
After attempting a Brandy of Napoleon campaign
for years as this brand does internationally, they
have recently switched to a French way of life
commercial, showing a Hong Kong couple enjoying a
period of time in France.
The strategy is to revive the brand image, which
was hurt by the Napoleon camapign, and to associate
the brandy with aspirational things like style,
romance and travel.
The slogan has become Courvoisier: The French
way of life
BI SQU IT (Number five brand)
Alternating from one campaign to another
virtually every year since they lost their number
one position ten years ago, Bisquit has simply been
going downhill.
Their 1981 Hillbrow campaign stopped that
decline but has not helped to grow the product's
share of market.
Nevertheless, sustaining sales considered to
be better than losing more sales, the Hillbrow idea
has been copied in another execution Yacht which
is running this year.
Basically the commercials show ultra-high class
people using Bisquit as the brandy for their parties
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and occassions.
The strategy is to revive the brand image and
associate the product with high status and wealth.
The slogan remains Bisquit... for those who
can afford to choose anything.
HENNESSEY (Number six brand)
Another of the brands that has found no success-
ful formula, Hennessy changed to a clear bottle
similar to that of FOV, and started running straight
'carving the label' product quality commericals in
1980.
Then, in 1981, they came up with the `big spender
concept starring Francis Yip, a local singing star.
With this cabaret type musical commercial, they hoped
to convert their entire image to one of stylish
sophistication, and initial success with the campaign
prompted them to upgrade their price to the high FOV
level.
Unfortunately this price-rise was not looked
upon favourably by consumers and sales dropped
drastically. As aresult it is rumoured that Hennessei
will have to return to pre-'big-spender' price levels.
Their slogan or theme, following the music of
the commercial is For the big spender, and all
promotional activities are also tagged with this name.
21
CONCLUSIONS ON HISTORICAL BRANDY MARKETING
If the differences between brandies are only
perceived differences, it would appear, from the
packaging and advertising changes in the last few
years, that the six major brands do not have valid
data on consumer perceptions.
It would also appear that marketing decisions
have been motivated by the perceptions of the
marketers, rather than by a knowledge of the
perceptions of the consumers.
Even for those brands now enjoying a measure of
success, this could prove to be disastrous in the
long run, since consumer perceptions are known to
change greatly over short periods of time. So what
is working now may not work next year.
It would seem that the best way to ensure long
term success in this market is to get in touch with
and to keep in touch with consumer perceptions.
MDS is the one technique which could do this job
best, in the opinion of the researcher, in order to
provide brandy marketers with the kind of information
they need to make sound marketing decisions.
22
CHAPTER I I]
PREVIOUS USAGE OF MD S IN HONG KONG
To the best of the researcher's knowledge, there
has only been two instances of multidimensional
scaling procedures being used in Hong Kong. Because
of the confidentiality of the projects, they are not
published or released to the public. It is also
possible some other clients may have been conducting
this type of study by themselves without the help
of a professional research house, but it is judged
to be highly unlikely, because of the computational
complexities involved, unless they were aided by
overseas experts.
The most recent study known to have been
conducted was done for a major Hong Kong cigarette,
a product which is very similar to brandy in many
ways, but is also very different in many ways.
This cigarette brand used fully non-metric
multidimensional scaling procedures to map consumers'
perceived self image, their ideal image and their
perceived image of smokers of other brands.
The resulting graph showed quite clearly that
the brand's advertising was somewhat off-strategy.
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It clearly pointed out the one brand which it would
be most profitable and easy to attack. It also
showed the ingredients of the advertising that
would most likely keep present customers while
enticing maximum customers from the 'target'
competitive brand, and it determined how the
manufacturer could position secondary brands to win
customers from major brands other than the 'target'
brand.
All of this information came from one study.
It was at great odds to the assumptions held by
both the marketers and the advertisers and caused
a major reworking of the brand's positioning and
advertising, resulting in an entirely new strategy
positioning and advertising campaign, the like of
which Hong Kong has never seen in the cigarette
category before. And because cigarette, like brandy
is a product that succeeds or fails on consumer
perceptions or 'image' alone, it is reasonable to
assume that multidimensional scaling can provide the
same competitive edge to the first brandy marketer
to take advantage of it.
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CHAPTER IV
THE POSSIBILITIES FOR MDS IN THE BRANDY MARKET
Although this study will not go into such
detail, a number of multidimensional scaling studies
conducted for one brandy brand versus the others
could deliver never-before collected data on:
Brand image
We could discover the perceived image of
our brand and of other brands from our drinkers
and other drinkers. In addition we could
determine the 'ideal' image for brandies among
both our drinkers and drinkers of other brands.
This would tell us whether our perceived
image was close to the 'ideal' image of our
drinkers. Whether other brands' perceived images
were close to their drinkers' 'ideals'. Which
brands had the closest perceived image to our
brand and how to achieve the best compromise
between our'ideal' image and their 'ideal' image
so as to retain the majority of our drinkers
while appealing to a maximum number of theirs.
And also how to achieve this image in advertising
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User personality
We could find, from our drinkers and from
theirs, what they thought of themselves...what
their ideal image of themselves is perceived to
be in terms of masculine, sociable,...etc.
Futhermore we could determine what their
perceptions of the images of other brands'
consumers are.
From this we could deduce how closely the
image of drinkers, as communicated by the
advertising came to the drinkers' ideal self
image,.and could change the advertising
specifically to come more into line, if there
were great differences.
In addition we could determine which ideal
image of other brand drinkers came closest to
our own, and thereby deduce which brand would
be the most profitable to attack without fear
of losing our own drinkers.
Packaging
We could set up a study to determine what
the existing packages of the brands communicate,
what the ideal package should be and find out
specifically how to change our package to main-
tain a maximum number of our drinkers while




We could study advertising slogans and
executions to determine what they are perceived
to be saying to our drinkers and to other brands
drinkers. We could determine the elements of
the ideal advertising slogan, theme and
execution, and change our advertising
specifically catering to the ideal of our
drinkers and to drinkers of other products.
This is only a brief listing of the obvious
possibilities. There are many others that multi-
dimensional scaling could uncover in the brandy
market. But even this list would give marketers
a hitherto unheard of fund of information that
would deliver a decisive competitive edge to the




To prove the points made in the preceding pages
of this report, it seemed the most convincing argu-
ments would lie in actually doing a study of the
brandy market using the 1MMDS techniques.
Therefore the following study was undertaken.
OBJECTIVES:
1) To determine the current perceptions held by
brandy drinkers about the six major brands of
brandy in Hong Kong.
2) To compare those perceptions to the market
positionins of those brands.
METHODOLOGY
Non-metric multidimensional scaling procedures
were used to map and evaluate the findings. This
incorporated specially-designed MDS computer programs
known as DISTAN III', KYST and PROFIT. 1
1For the availability of these programs, refer
to Appendix III and IV.
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A. PARAMETERS
To study consumer brandy perceptions, this
study-limited itself to the attribute framework
used by Survey Research Hong Kong's annual
Brandy Survey. This standard framework lists
a total of nineteen accepted attributes which
are classified into the following sub-groups:
Product attributes.
1) Smooth and mellow/harsh and heaty
2) Matured for a long/short time
3) Good/poor value for money
4) Expensive and classy/cheap and low class
5) Attractive/dull packaging




9) Acceptability/unacceptability of taste
Usage occassions
10) Good/not good as a gift
11) Good/not good for happy occassions
12) Good for drinking with friends/drinking
alone
13) Good for eating out /eating at home
14) Goes well with Chinese food/western food
Drinker profile
15) Preferred/criticized by knowledgeable
drinkers
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16) Preferred mostly by men/women
17) Consumed by businessmen/non-businessmen
18) Consumed by old/young people




Face-to-face interviews were decided upon
over the more economical telephone survey and
mail-out questionnaires for the following two
reasons:
1) There was a total of eight questions to
be answered by each respondent.
2) The majority of questions were very
complicated and required precise semantic
differentiation, which was difficult enough
in person to communicate to many respondents
the majority of whom may have little
Ariiir+at inn
C. THE SURVEY TEAM
A total of four interviewers were employed
all of whom had had a fair amount of experience
conducting in-house interviews and focus groups
for various advertising agencies.
Each was thoroughly briefed and tested on
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his or her comprehension of the questions and
on standardized ways to explain and deal with
problems before they set out on their fieldwork
As a result of this pre-training, only
one questionnaire out of eighty was considered
void.
D. INTERVIEW-TIME STUDY
Once the face-to-face technique had been
decided upon, it was decided, in view of the
length and complexity of the questionnaire,
to do a pilot study to determine the average-
time necessary to conduct each interview.
The reason this pilot study was deemed
necessary was that, even though the question-
naire was in printed standard form and the
interviewers had been well-briefed in order
to be able to explain it, and help the
respondents, it was feared that the interview
might take so long that it would become boring
to both respondent and interviewer.
As a result of this study, the inter-
viewers become very professional in conducting
interviews, and the questionnaire was adjusted
for maximum clarity. The number of questions
was reduced from twelve to eight. Flxthermore,
the screening section was also eliminated, and
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the total time of the interview was honed from
an average interview time of nearly one hundred
minutes to just under sixty minutes, greatly
improving both the attitudes of both interviewer
and respondents.
This improvement of efficiency had in no
way affected the quality of responses, but
rather made the information clearer and easier
to handle in later stages.
THE SAMPLE
The optimum sample size was set at eighty
for the following reasons:
1) The study was intended to be both
experimental and exploratory in
nature, and only a small sample
sufficient to indicate definite
directions was required rather than
the normally large groups used to
determine statistical significance
in huge commercial in-depth quantita-
tive analysis studies.
2) The time restraints imposed severe
limitations on the number of inter-
views possible. With four field-workers
and an interview time of one hour per
interview, only four interviews per
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hour could be recorded at maximum.
In fact, transportation, locations,
and finding the respondents in the
first place were also a time-consuming
endeavor.
3) The cost of conducting a large sample
study, though possibly more desireable
would in fact have been prohibitive
and was not necessary nor justified
in order to achieve the modest
objectives of this project.
4) Both interviewers and respondents were
recruited through personal contacts,
and all had full-time employment.
Therefore the majority of interviews
were carried out after working hours.
Obviously this fact alone affected
the number of interviews possible in
the allotted time.
5) The time required to complete tabula-
tion and computation would have taken
much too long. In fact, with the data
received, seven full working days were
required to complete even the computer
part of the work.
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Sample Breakdowns
The sample of eighty was broken down
into four basic sub-groups:
1) By age (20-29/ 30-39/ and 40-49)
2) By brand of preferred consumption
(six brands in study)
3) By income (below $2,000/ $2,000-
$3,999/ $4,000-$5)999/ $6,000
and above)
4) By frequency of consumption (more
than once a week/once a-week/once
every two weeks/once a month)
E. RESPONDENT RECRUITMENT, SCREENING AND AGREEMEN
PROCEDURES
In order to obtain the best data with the
minimum waste of time, the following criteria
were stringently adhered to:
1) All respondents outside the twenty to
forty-nine-year-old age categories were
eliminated. According to government
regulations, the legal drinking age in
Hong Kong is eighteen and above.
Forty-nine was chosen as the logical
upper cut-off point since brand loyalty
after this age is not affected by
perceptions (or rather, is so deeply
affected by perceptions that new
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perceptions make no impact whatsoever) 1.
2) Responents claiming to drink brandy less
than once per month were also eliminated,
since their choice of brands are largely
insignificant to the market as a whole
and are also likely to be less influenced
by their own perceptions than by other
factors (such as free premiums at
festival times).
3) Respondents were checked for truthful
claims as far as possible. Unknown
respondents could have claimed to be
frequent drinkers, and if they were not,
their responses could have seriously
skewed the entire study. Therefore
the majority of respondents were
personal aquaintainces of the researcher
or the interviewer and known to be
drinkers of verified frequency and of
definite brands.
Other respondents were taken from
the research files of Ling-McCann
Erickson Limited and TEAM/BBDO Limited
and were recorded as being the type of
drinker they claimed to be.
1This is confirmed in research studies done by
Remv Martin both in Hong Kong and France.
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4) For all interviews, the purpose of
the interview was explained on the
telephone beforehand, and only after
full agreement was obtained, were
time and place appointments made.
5) Interviews were all timed to occur
within a ten-day period. The reason
for trying to do as many as possible
in as short a time as possible was to
ensure that no new advertising influences
occurred between the start of inter-
viewing and the end, hopefully
eliminating the possibility that
different perceptions could be formed
by outside variables not experienced
by all respondents.
To complete all interviews in the ten-
day period between April 27 and May 7,
the questionnaire, pilot study and
organization had to be completed between
April 16-24. This time frame was
necessary since the researcher could
only obtain employment leave from April
16 to May 24.
6) In keeping with the pilot study, the
average time of all seventy-nine
successful interviews was one hour.
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(some were shorter, some longer, but
this was the average).
Since the majority of interviews werE
conducted after working hours, each
interviewer attempted to conduct two
per night over the ten-day period.
F. THE QUESTIONNAIRE
The structured questionnaire (translation
attached in Appendix I) was divided into four
main sections:
Questions One and Two :Respondent screening
Respondents must be male, aged 20-49 and
drink brandy at least once per month.
Questions Three to Six: Brand awareness and
preference
Brand awareness would reflect, to some
degree, the effectiveness of the advertising
for each brand.
The respondents' brand preferences, as
revealed in Questions Five and Six, will set
up the preference data for the MDS program.
The substitution method used in Question
Six is deemed better than methods such as
paired-comparison because of its simplicity
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and relevancy to this study2
Question Seven :Attribute ratings
Respondents rated the six brands according
to the nineteen attributes. Rating was done
with a seven-point semantic differentials
bi-polar scale, with the explanation of each
of the seven points explained and understood
by respondents before they started their rating
This semantic differential method was
used because of its simplicity, its efficiency
and because data collected in this manner can
be used in further analysis, treated as an
interval scale.
Question Eight: Demographics
Only income statistics of the respondents
were deemed necessary because of the time and
cost constraints noted earlier in tabulation
and computation required.
2For a comparision of the various data-collection
methods. please. refer to Mun, K. C. and Yau, H. M.,
市 场 研 究 基 本 方 法 Marketing Research: Its Basic
Principles. (Chinese University of Hong Kong, 1979),
pp.267-274.
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ANALYSIS FLOW CHART AND PROCEDURE
As collected and tabulated
from the 79 respondentRAW DATA MATRIX
interviews.
An MDS computer program used
to calculate the average dis
DISTAN II




to fit the nineteen property
(attribute) vectors individ-
ually onto the KYST con-
figuration and to help inJOINT-SPACE
interpreting the dimensionsCONFIGURATION
of the configuration.
To compare the configurations
for the age/income/brand sub-
groups.
1. How do the sub-groups per-
ceive the brands?CONFIGURATION
COMPARISONS
2. How does the configuration
of data for the sub-groups
compare?





The presentation of the data follows the format
laid out in the questionnaire (as explained in
Chapter V). It flows from Questionnaire One through
to Question Eight.
The evaluation of that data includes preference
maps and a full readout of the configurations for
awareness, brands, age and income.
Frequency of drinking was left out of the
comparison of these configurations since it was
felt it would skew the entire results but comparisons
for age, brand and income preceptions are presented in
great detail.
The data collected is as follows:
RESPONDENTS 'AGE AND FREQUENCY OF DRINKING
(Reference: Table 1)
The total sample was broken down by age groups
as follows: twnety-six respondents (33 percent)
were between twenty and twenty-nine; thirty-two of
the men (40.5 percent) were between thirty and thirty-
nine; and the remaining twenty-one (26.5 percent) were
between forty and forty-nine.
40
All of the twenty to twenty-nine group were
frequent (once-a-month) drinkers. In the thirty
to thirty-nine group, (12.5 percent) four were
heavy drinkers (more than once per week). (9.3
percent) three were frequent drinkers (once-per-
week) except (46 percent) fifteen were moderate
drinkers (once-every-two-weeks) and (31 percent)
ten were infrequent drinkers (once per month).
The forty to forty-nine group contained (23
percent) five heavy drinkers, (28.5 percent) six
frequent drinkers, (38 percent) eight moderate
drinkers and (9.5 percent) two infrequent drinkers
Forty-eight percent of the total were
infrequent drinkers (thirty-eight) while another
(29 percent) twenty-three were moderate drinkers.
Only (22 percent) of all respondents were frequent
or heavy drinkers, splitting evenly between these
categories with (11 percent) nine for each.
SUMMARY
Younger drinkers tend to be infrequent with
frequency of drinking increasing with age. Even
though the highest percentage of the older group
(38 percent) were moderate drinkers, the small number
of this group (twenty-one in total), tends to
exaggerate the differences. In fact, in terms of
actual numbers, the older group was very close in
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all three higher drinking frequency categories.
UNAIDED BRAND AWARENESS
(Reference: Table 2)
In total, with all respondents, Martell had
the highest brand awareness with (50.6 percent)
forty respondents mentioning that name first.
In second place came FOV with (13.9 percent)
eleven first-mentions. Remy captured third position with
(13.9 percent) eleven first-mentions. Courvoisier and Bisquit
fought for fourth place with (7.5 percent) six
mentions apiece and Hennessey was last, in fifth
place with only (3.8 percent) three first-mentions.
There was one first-mention of another type of
brandy but it would be irrelevant for this study.
In the twenty to twenty-nine group, Martell
was overwhelmingly first (57.6 percent) (fifteen),,
Remy a far behind second (twenty-three percent)
(sixj Hennessey third (11.5 percent) (r_hree) and FOV
fourth (7.6 percent)(two). Courvoisier and Bisquit
received no first-mentions at all in this group.
The thirty to thirty-nine group clearly
recalled Martell best (53 percent)(seventeen}.
FOV came second (21.8 percent)(sever), Remy was
third (12.5 percent) (foul) Bisquit fourth (6
percent) (two) and Courvoisier fifth (3.13 percent)
(one4. Hennessey received no first-mentions with
this group although one respondent named another
42
brandy not included in the study.
The forty to forty-nine group gave Martell
the most first-mentions (38 percent) (eight with
Courvoisier second (23 percent) (five), Bisquit
third (19 percent) (Eoui and FOV f ottrth (14 precent)
:threo. Remy was in fifth place (It percent) (onE)
and there were no first-mentions for Hennessey.
SUMMARY
Martell clearly has the best Lop-of-mind
awareness with all three age-group:, but there is
no consistent ranking after that, :3uggesting that
Martell's advertising is appealing to all. The
younger people rate Remy second, the thirty to
thirty-nines rate FOV'second and the older group
see Courvoisier as second.
Interestingly enough, in the two older
groups, Hennessey received no mentions and only
very few in the young group.
Courvoisier.seems only popular with the older
group, while Remy is much more mentioned by the
youngest group.
In this case, however, the yoUing group were
all infrequent drinkers and may not reflect what
is happening in the market.
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UNAIDED NEXT BRAND AWARENESS (Reference: Table 3)
In total, Martell again came first in second-
mentions with (34 percent) twenty-seven. Remy was
second with (32 percent) twenty-six and FOV third
with (17 percent) fourteen. Courvoisier was fourth
with (6 percent) five, Hennessey was fifth with
(5 percent) four and Bisquit came last with (3.8
percent) three.
The young group ranked Remy most (50 percent)
sixteen), Martell second (34 percent)(nine), FOV
third (11 percent)(three)and Hennessey fourth
(3.8 percent)(onel There were no.second-mentions
in this group at all for Courvoisier and Bisquit.
The thirty to thirty-nine group saw a first-
place tie between FOV and Martell with (28 percent)
nine each. Remy was second at (21 percent)(seven)
Hennessey third with (9 percent) (three), and
Courvoisier and Bisquit tied for fourth with (6
percent) two apiece.
The older group mentioned Martell most with
(42 percent)(nine second-mentions, Remy was second
(28 percent)(six), Courvoisier third (14 percent)
three), FOV fourth (9 percent) (two), and Bisquit




Strangely enough, this second-mentions data
most closely follows the actual market positions
of the real brands.
Again, in the older group, Hennessey has no
memorability at all, as was the case in the first-
mentions, while Courvoisier and Bisquit were
completely neglected again by the younger group.
Remy was very strong among all groups, nearly
taking the overall first place away from Martell,
something it does, in fact, achieve among the
youngest group.
This again, as in the first-mentions, reflects
the impact and memorability of the advertising
and Martell, Remy and FOV seem to have the most
appeal to all ages.
UNAIDED TRIAL AWARENESS (Reference: Fable 4)
Among. all respondents, it was claimed that
Martell had been tried most often with (43 percent)
thirty-four, Remy next with (18 percent) fifteen,
FOV third with (17 percent) fourteen, Courvoisier
fourth at (10 percent) eight and Bisquit and
Hennessey tied in last place with (5 percent) four
apiece.
The youngest group was clearly aware of
having tried Martell with (53 percent) fourteen
mentions. Remy came second with (30 percent) eight,
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Hennessey was third with (11 percent) three and
FOV was fourth with (3 percent) one. Courvoisier
and Bisquit were not-mentioned. The thirty to
thirty-nine group also had tried Martell most
with (37 percent) twelve mentions. FOV was
second with (28 percent) nine. Remy was third
with (18 percent) six. Courvoisier and Bisquit
tied for fourth place with (6 percent) two
apiece and Hennessey was last with (3 percent)
one.
The older group saw Martell as most often
tired with (38 percent) eight mentions. Cour-
voisier was second with (28 percent) six, FOV
third at (19 percent) four, Bisquit fourth with
(9 percent) two and Remy fifth at (4 percent)
one. Hennessey was not mentioned.
SUMMARY
Again, awareness of trial reflects more
brand awareness than actual purchase habits, and
is likely a result of advertising efforts.
As in the other awareness tests, the older
group completely neglect Hennessey while the younger
group neglected Courvoisier and Bisquit.
The main support for Courvoisier came from the
older group, the main support for FOV from the middlE
group and the main support for Remy from the young
and middle group.
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UNAIDED TRIAL AWARENESS FOR OTHER BRANDS
(Reference: Table 5)
In total, Martell again assumes the leading
position with (36 percent) twenty-nine mentions.
Remy is second with (34 percent) twenty-seven,
FOV third at (12 percent) ten, Courvoisier fourth
with (11 percent) nine and Bisquit and Hennessey
tied in last place with (2 percent) two apiece.
The young group favoured Remy with (38
percent) ten, Martell was next with (30 percent)
eight, FOV third with (15 percent) four, Hennessey
fourth with (7 percent) two and Bisquit and
Courvoisier tied in last place with (2.5 percent)
two.
Thirty to thirty-nines had mentioned Martell
most at (50 percent) sixteen, Remy second with
(28 percent) nine, FOV third at (12.5 percent)
four and Courvoisier fourth with (9 percent) three.
Bisquit and Hennessey received no mentions.
Forty to forty-nines saw Remy as Number one,
here with mentions from (38 percent) eight. Martell
and Courvoisier tied in second place with (23
percent) five apiece. FOV was third with (9 percent)




As with brand awareness second-mentions, Remy
comes very close to overtaking Martell and in fact
does in the young and the old groups.
As always, Hennessey is neglected by the older
group and Courvoisier is heavily supported. The
young group is very low on Courvoisier and Bisquit
and high with Remy.
The middle group here abandons both Bisquit
and Hennessey with no mentions at all, while the
young group give it fair support.
BRAND PREFERENCE (Reference: Table 6)
Among total respondents, the clear winner was
Martell with (43 percent) thirty-four. Remy came
second with (17 percent) fourteen, followed closely
by FOV at (15 percent) twelve. Courvoisier was
fourth at (11 percent) nine and Bisquit and
Hennessey tied for last place with (6 percent) five
apiece.
The young group favoured Martell heavily with
(57 percent) fifteen and Remy was second with (26
percent) seven. Hennessy came third with (15 per-
cent) four and there were no mentions for FOV,
Courvoisier or Bisquit.
Thirty to thirty-nines favoured Martell with
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(40 percent) thirteen. FOV was their second runner
at (25 percent) eight, Remy was third with (18 per-
cent) six,Courvoisier and Bisquit shared fourth
place with (6 percent) two each and Hennessey was
last at (3 percent) one.
The older group saw Courvoisier as the choice
of most at (33 percent) seven. Martell was second
with (28 percent) six followed by FOV at (19.per-
cent) four. Bisquit was fourth at (14 percent)
three followed by Remy at (4 percent) one. No one
in this group claimed to drink Hennessey.
SUMMARY
The ultimate test of any advertising and any
product is purchase and in this chart we see the
ultimate at work. It would appear that Martell,
the market leader appeals more toward the young,
inexperienced drinkers, although it scores highly
in all age groups. Both Remy and Hennessey seem
to be mainly popular with the young, inexperienced
drinkers also, tapering sharply as age and frequenc3
of drinking goes up. This might suggest the eff-
ects only of advertising, since the older and more
experienced drinkers will be somewhat influenced
in his choice by the packaging and actual taste of
the product itself.
Courvoisier remains virtually the sole preserve
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of the older experienced drinker, as does Bisquit,
but to a much lower extent.
FOV, as we have seen all along, is supported
mainly by the mid group, the thirty to thirty-nines
There is virtually no support or awareness for the
brand among the young group, and very minimal
awareness and support among the older group.
INCOME BRACKETS OF RESPONDENTS (Reference: Table 7)
The highest percentage of all respondents came
from the $4,000-$5,999 income bracket which
accounted for a full (41 percent) thirty-three of
the total.
Thirty percent (twenty-four) had incomes
between $2,000-$3,999, (21 percent) seventeen
enjoyed incomes of $6,000 and above, and (6 percent)
five had incomes under $2,000.
The young group's largest percentage, 42 per-
cent (eleven) had income between $4,000-$5,999. The
second largest group of them, 38 percent (ter) came
from the $2,000-$3,999 class, 15 percent (foul
earned less than $2,000 and only '3 percent (ond
made $6,000 or more.
In the thirty to thirty-nines, (46 percent)
fifteen earned between $4,000-$5,999. (28 percent)
nine earned more than $6,000. Twenty-one percent
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(sevel) had incomes between $2,000-$3,999 and only
(3 percent) one earned less than $2,000.
The older group was evenly split with (33
percent) seven in each of the upper three income
groups.
SUMMARY
In terms of top income, it seems the older
you get, the more you make, although the mid group,
as a whole, tended to be better off with over
75 percent in the top two income groups. The
young group had over 50 percent in the lower two
income categories, which might well account for
their being infrequent drinkers.
PERCEPTIONS HELD BY MARTELL DRINKERS
(Reference :Figure 1)
Martell: They think that Martell is matured
for a long time and tend to be drunk
mostly by businessmen. They feel it
goes well with Chinese food and comes
in a very attractive package.
Remy: The perceive Remy as also being matured
for a long time, and drunk mostly by
businessmen, and they feel it is very
good with Chinese food and has an
attractive package. (But all to a
lesser decree than Martell).
51
FOV: FOV is thought to be smooth and mellow
and very good as a gift.
Courvoisier: They believe that Courvoisier is not
suitable for festive occasions, that
it is more suited to women than men
and that it is consumed mostly by
older people.
Bisquit: They feel Bisquit is consumed mostly
by blue-collar workers and that the
Bisquit taste is very difficult to
bear. Furthermore, the product is
associated with Hong Kong (made
locally).
Hennessey: Although the product is believed to
be very smooth and mellow, they feel
that it is consumed mostly by people
drinking alone.
SIMILIARITIES: Martell-Remy and Courvoisier-Bisquit
PERCEPTIONS HELD BY REMY DRINKERS (Reference: Figure 2)
Martell: Martell is believed to be good as a
gift and delivers good value for money.
Along with that, it is felt that Martel]
goes well with Chinese food, is a
higher class of brandy and more
expensive and therefore ideal for
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festive occasions. They also believe
Martell to be a man's drink, with an
attractive package and very strong
associations with France (French
origin).
Remy: Remy is thought to be good with
Chinese food, expensive and high class
and ideal for festive occasions. It
is consumed mostly by men, has an
attractive package and strong French
origin associations.
Courvoisier: Is completely unknown in Hong Kong
according to these drinkers, and is
believed to be drunk by old people,
blue-collar workers and is likely
made in Hong Kong.
Bisquit: Bisquit is also thought-to be unknown,
consumed by old people and blue-collar
workers and made in Hong Kong.
FOV: Believed to be smooth and mellow to
taste, FOV is also thought to give
good value for money, have an
acceptable taste and is consumed. by
solitary drinkers.
Hennessey: Also smooth and mellow, Hennessey is
a good value buy, has a good taste and
is consumed by solitary drinkers.
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SIMILARITIES: Obviously Martell-Remy Courvoisier-
Bisquit and FOV-Hennessey are thought
to be similar pairs.
PERCEPTIONS HELD BY COURVOISIER DRINKER
(Reference: Figure 3
Martell: Martell is thought to be quite expensive
and classy and very suitable for
festive occasions. It is also
believed to make a good gift and to
suit men more than women.
Remy: It is thought that Remy is matured for
a long time and perceived to be praised
by intelligent drinkers. It is thought
to be good for sharing with friends and
comes in an attractive package.
Courvoisier: Believed to be popular in Hong Kong,
Courvoisier also is thought to have an
easily acceptable taste.
FOV: It is believed that FOV is consumed by
businessmen most likely when they are
alone and is considered to be unlucky,
and probably made in Hong Kong.
Bisquit: Believed to be matured for a long time
and praised by intelligent drinkers,
Bisquit is also thought to come in an
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attractive package.
Hennessey: Quite smooth and mellow and consumed
by white-collar workers, Hennessey
is also believed to be consumed by
non-businessmen and by solitary
drinkers.
PERCEPTIONS HELD BY FOV DRINKERS (Reference:- Figure 4)
Martell: Martell is thought to be quite smooth
and mellow and to go well with Chinese
food.
Remy: Is believed to have no character, being
average in all aspects.
Courvoisier: Not considered suitable as a gift,
Courvoisier has no lucky connotation and
is believed to be consumed by non-
businessmen.
FOV: FOV is believed to have strong evidence
of French origin and is thought to be
consumed by old people in solitary
situations. Furthermore, it is
perceived as having a smooth mellow
taste and going well with Chinese
food.
Bisquit: Thought to be matured for a long time,
Bisquit is considered unknown in Hong
Kong and is believed to have an
unacceptable taste. It is also thought
55
to have common packaging, but
lucky connotations.
Hennessey: Thought to be a drink that would
suit women more than men, Hennessey
is believed to be unsuitable for
happy occasions and is thought to
be consumed by non-businessmen.
SIMILARITIES: According to these perceptions,
Bisquit and Hennessey share many
of the same characteristics.
PERCEPTIONS HELD BY BISQUIT DRINKERS (Reference: Figure 5)
Martell: It is thought Martell is very good
on all counts except as a gift, and for
sharing with friends.
Remy: Remy is considered to be average at
nearly everything. So much so that
there are no outstanding perceptions
of it.
Courvoisier: Considered to be a very good all-
around brandy, Courvoisier, like
Martell, is also thought tofall down
as a gift and for sharing with friends.
FOV: It is believed FOV is consumed by busi-
nessmen in solitary con`itions.-
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Bisquit: Considered to have a common package,
Bisquit is thought to be consumed by
blue-collar workers mostly at home.
Hennessey: Even though it is considered to be
good as a gift, it is believed
Hennessey is mostly consumed in
solitary situations-
PERCEPTIONS HELD BY HENNESSEY DRINKERS
(Reference: Figure 6)
Martell: Martell is thought to be very popular
in Hong Kong among young men and is
believed to be expensive and classy.
Remy: Remy is considered to have no
personality, being average in
everything.
Courvoisier: Considered to be consumed mostly at
home, it is believed that Courvoisier
is not matured for a long time.
FOV: Smooth and mellow to taste, FOV is
also believed to be praised by know-
ledgeable drinkers and is thought to
be consumed in solitary.
Bisquit: Bisquit is believed to be consumed
mostly at home and is thought to be
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matured for only a short time.
Hennessey: Thought to be very good value for
money, Hennessey is also believed
to go well with Chinese food and
is thought to be mostly consumed
at home alone.
SIMILARITIES: Bisquit and Courvoisier are perceived
to have very similar characteristics.
COMPARISON OF PERCEPTION CONFIGURATIONS HELD BY
ALL BRANDY DRINKERS
Martell: Martell receives very high ratings
in virtually all categories from
drinkers of all other brands, but
the single most consistent comment
is that Martell goes well with Chinese
food.
Strangely enough, there is no mention
of popularity, even from Martell
drinkers themselves... yet Martell
has been using the strong theme line
The most popular brandy in France
and in Hong Kong for over four years.
This suggests that drinkers of all
brands either do not f ind this an
important claim, or they do not
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pay attention to advertising slogans.
Or they perceive this slogan idea to
apply to some other attributes.
The most interesting aspect of this
is that, no matter what interpretation
is taken, the fact remains that the
heavily promoted slogan, used for
over four years, is not a perceived
value of the brand by either drinkers
of any other brand, or by drinkers
of the brand itself.
Remy seems to be suffering from aRemy:
terrible case of being considered
to be second best. Drinkers of all
other brands either claim Remy is
very good, but not as good as
Martell, or say they find it average
on all counts.
Interestingly, neither drinkers of
other brands, nor drinkers of Remy
itself perceive the brand as being
popular, yet Remy has been running
the theme line The most popular
Cognac in the world for many years.
Futhermore, although Remy drinkers
cn think the brand is expensive
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and classy, drinkers of no other
brandies agree. So the advertising
using the ''World of difference
campaign which shows aspirational
settings and situations is not
getting through to anyone but
current drinkers. Apparently,
no new drinkers are being
attracted by the advertising.
Courvoisier: Generally, Courvoisier is thought
to be a relatively good product
by virtually all drinkers of other
brandies, but'the drinkers of other
brands all agree Courvoisier is
mostly consumed alone, at home.
This may suggest that, since
Courvoisier is selling at the same
price, that it is not kept at home
out of greed, but rather out of
shame, since it has no status.
Strangely enough, not one brandy
drinker in this survey, including
the Courvoisier drinkers themselves
mention strong French origins for
the brand, yet with the Napoleon
campaign and the present French
wav of life campaign_Courvoisier
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has been trying to associate itself
with France for many years.
Courvoisier drinkers, however, do
tend to think that their brand is
very popular in Hong Kong.
Everyone has something complimentaryFOV:
to say about this brand, but the
most consistent perception, existing
even among FOV drinkers, is that the
brand is mostly consumed in solitary
situations.
The explanation for this may well be
that, contrary to Courvoisier, FOV
is priced very much higher than
ordinary brandies (about $20 more),
and this may make people very cautious
about passing it out. As a result,
they keep it at home and drink it
themselves.
Not one of the brandy drinkers, not
even the FOV drinkers perceive the
brand as being classy and expensive,
while in reality'it is more expensive
than any and the advertising for
nearly three years has tried to
hammer home ultra-snobbishness and
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extremely expensive situations.
Strangely enough, the FOV drinkers
themselves believe the brand to
have strong French origins, although,
in reality this is the only brand
of the six which is blended espe-
cially for Hong Kong and is not
sold in France or anywhere else
in the world.
Furthermore, FOV drinkers categorize
drinkers of the brand (themselves)
as being old, yet virtually all
come from the thirty to thirty-
nine age group. Whether that
suggests that they consider this
to be old, or whether they aspire
to be older is unclear, but what
is clear is that neither the
expensive.theme or the association
with class communicated in the
commercial is getting through to
FOV drinkers or to drinkers of
other brands.
Everyone has bad things to sayBisquit:
about Bisquit ranging from its bad
taste to its bad pack. There is no
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association with expensive class
or sharing with friends although
the advertising for the past two
years has tried to communicate
only those sentiment?.
Bisquit drinkers themselves,
(although they comprise a very
small sample) perceive their
brand as having a poor pack and
think the majority of consumption
is among blue-collar workers in
solitary conditions.
The most clear statement coming
from this data is that the commer-
cials which Bisquit has invested
a huge budget in producing and
running are not communicating any
of the intended messages even to
Bisquit drinkers.
Although most comments are favourableHennessey:
for the brand from all drinkers, the
most common perception being that
Hennessey is smooth and mellow, there
is no mention of classy and expensive,
and no mention of ideal for drinking
outside the home. In fact virtually
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all brandy drinkers, even Hennessey
drinkers, perceive the brand as
something best consumed at home,
and since there exists only a
small price difference it can safety
be assumed that this is because
there is no status associated with
the brand, even in consumers' eyes.
Yet for two year, Hennessey have been
running the 'Big spender' commercials
suggesting that Hennessey is classy
and expensive and consumed in stylish
cabarets.
Therefore the message is not coming
across, even to Hennessey drinkers.
COMPARISON CONCLUSIONS
In all six brands there is no exception, the
advertising running at present is simply not
communicating-its intended theme and slogan to
brandy drinkers and the specific drinkers of the
brands in question.
Not in even one case.
Yet, strangely enough, while not receiving the
intended messages, drinkers are receiving some
perceptions from the advertising. How*and why those
perceptions are being generated or recalled are anybody's
guessat this point.
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PERCTPTIONS HELD BY THE TWENTY TO TWENTY NINE AGE
GROUP (Reference: Figure 7)
Martell: Martell is thought to be a good gift,
offering good value for money and is
believed to be very good for festive
occasions. It is considered to go well
with Chinese food.
Remy: Remy is also thought to offer good
value for money, be ideal as a gift
and ideal for festive occasions since
it goes well with Chinese food (however
all scores lower than Martell).
Courvoisier: Courvoisier is thought to be unknown
in Hong Kong and to be consumed mostly
by blue-collar workers. It is also
believed to be matured for only a short
time.
FOV: FOV is considered to be smooth and
mellow, good as a gift and good to
drink along. It is thought to have
no lucky connotations.
Bisquit: It is thought that Bisquit has a
hard-to-accept taste and it is believed
the brand is unknown in Hong Kong
and consumed mostly by blue-collar
workers.
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Hennessey: Hennessey has a very moderate score
in all attributes but is thought to
tend a bit in the FOV direction.
PERCEPTIONS HELD BY THE THIRTY TO THIRTY-NINE AGE
GROUP (Reference: Figure 8)
Martell: It is believed that Martell offers good
value for money, is popular in Hong
Kong, has an attractive package,-goes
well with Chinese food and therefore
is suitable for festive occasions.
Remy: Remy is thought to have no outstanding
positives and scores very low on all
levels.
Courvoisier: Although it is believed Courvoisier is
matured for a long time, it is thought
that it is not drunk by businessmen,
more by blue-collar workers and it is
considered to be a drink more suitable
to men than to women.
FOV: FOV is considered to be smooth and
mellow and good as a gift, even though
it has no lucky connotation.
Hennessey: Thought to be smooth and mellow,
Hennessey is considered to be consumed
mostly in solitary situations.
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Bisquit: Bisquit is seen to have lucky con-
notations and is considered to be good
as a gift.
PERCEPTIONS HELD BY THE FORTY TO FORTY-NINE AGE
GROUP (Reference: Figure 9)
Martell: Martell is thought to be most suitable
for men. It is believed to offer good
value for money and is considered to
have an attractive packaging.
Remy: Remy is thought to be average on all
counts.
Courvoisier: It is thought that Courvoisier is not
drunk by businessmen and that it is
matured only for a short time.
FOV: FOV is considered to be very smooth and
mellow and very good as a gift.
Bisquit: Thought to be matured for a long time,
Bisquit is also believed to be made
in Hong Kong.
Hennessey: Considered good as a gift, Hennessey
is also thought to be consumed mostly
in solitary situations.
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COMPARISON OF PERCEPTION CONFIGURATIONS HELD BY VARIOUS
AGE GROUPINGS
In-general, all brands held a relatively
consistent image in all three age groups with Martell
seen as good value and with an attractive package
Remy seen badly as average and second to Martell
FOV seen as smooth, mellow and ideal for a gift and
Hennessey perceived as being smooth, mellow and a
good gift.
The exceptions to this consistency rule were
both Bisquit and Courvoisier which were both considered
very bad by the young group, but perceived as being
fairly good by both older age groups.
The thing here is that the young group, from
the awareness data, were virtually all unaware of
both brands, so their viscous attacks on these brands
cannot come from experience, and so must be based on
advertising or word-of-mouth.
It would appear that, age-wise, these two brands
could be in serious trouble with this young age
group and should likely decline whether they will
woo them or forget them in the shortest term.
Obviously, in the long term they cannot afford
to ignore the young men of this age, since they are
now the prime prospects for all brandy and will
continue to be so for some years to come.
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There is also the fact that the hundred percent
of these young men were infrequent drinkers, so
experience may tamper their perceptions.
PERCEPTIONS HELD BY THE UNDER HK$2,000 INCOME GROUP
(Reference: Figure 10)
Martell: Martell is thought to be most suitable
for men and is considered very good
for drinking outside the home since
it is believed to go well with Chinese
food.
Remy: Although scoring much lower in all
attributes, Remy has a very similar
profile to Martell.
Courvoisier: Considered cheap and low class,
Courvoisier is also thought to be
consumed by older people who are
blue-collar workers.
Bisquit: Thought to have an unacceptable taste,
Bisquit is believed to be good only as
a gift and is thought to be made in
Hong Kong.
FOV: Believed to be praised by knowledgeable
drinkers, FOV is also considered to be
matured for a long time and is thought
to have little lucky connotations.
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Hennessey: Believed to be good value for money,
Hennessey is also thought to have
attractive packaging.
SIMILARITIES: Similar score levels were attained
by Courvoisier and Bisquit.
PERCEPTIONS HELD BY THE HK$2,000-HK$3,999 INCOME GROUF
(Reference: Figure 11)
Martell: Martell is thought to have an attrac-
tive packaging and considered most
suitable for men is believed to go
well with Chinese food and is thought
to be consumed mostly by older people.
Remy: In profile, Remy is thought to be quite
similar to Martell, except that the
scores for each attribute are much
lower.
Courvoisier: Thought to be consumed mostly by blue-
collar workers in solitary situations,
Courvoisier is believed to be good as
a gift only to oneself.
FOV: Believed to be consumed mostly by
older people, FOV is thought to be
matured for a very long time.
Bisquit: It is thought that Bisquit's taste is
very difficult to accept, the reason
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being it is believed that the brand
is made in Hong Kong.
Hennessey: Thought to be matured for a very long
time, Hennessey is believed to be
quite expensive looking and classy
and to give good value for money.
PERCEPTIONS HELD BY THE HK$4,000-HK$5,999 INCOME GROUT
(Reference: Figure 12
Martell: The packaging for Martell is thought
to be quite common and the product
more suited to women than men. It
is believed to be a brandy mostly
consumed at home.
Remy: Packaging for Remy is also thought to
be common and the brand is believed
to have no lucky connotations.
Courvoisier: It is believed that Courvoisier is
consumed mostly by white-collar
workers and businessmen.
FOV: Considered to be matured for a long
time, FOV is also thought to have no
lucky connotations.
Bisquit: Considered to be quite smooth and mellow,
and good as a gift, it is believed
Bisquit is consumed mostly by white-
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collar workers.
Hennessey: Thought to be expensive and classy,
Hennessy is also considered to have
been matured for a long time.
PERCEPTIONS HELD BY THE HK$6,000 AND ABOVE INCOME GROUF
(Reference: Figure 13)
Martell: Thought to suit men more than women,
Martell is believed to have very
attractive packaging and is thought
to have little lucky connotations.
Remy: Believed to have no strong personality
this group scored Remy average in all
attributes.
Courvoisier: Believed to have a harsh and heaty
taste, Courvoisier is thought to have
attraction only for old people.
FOV: Considered something best drunk at
home, FOV is thought to be matured
for a long time.
Bisquit: It is considered that the taste of
Bisquit is difficult to accept and the
brand is thought to be made in Hong
Kong.
Hennessey: Thought to offer good value for money,
Hennessey is also thought to be matured
for a long time.
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COMPARISON OF PERCEPTIONAL CONFIGURATIONS HELD BY
VARIOUS INCOME GROUPINGS
Nearly fifty percent of this group is in the
HK$4,000-$5,999 category while the other fifty percent
is scattered throughout the other three income levels.
While three out of the four groups agree that
Martell is very good, Remy is second best to it, FOV
is pretty good and Hennessey is pretty good, and
further agree that both Bisquit and Courvoisier are
terrible., there is an inexplicable problem here.
For the fourth group tends to disagree with
virtually all of the assessments of the other three
groups. This fourth group believes Martell is not
very good, that Remy is not very good, but that
Bisquit and-Courvoisier are quite good.
This could likely be dismissed as an interesting
anomoly except for the fact that this dissenting
group is the $4,000-$5,999 group, which makes up
fifty percent of our sample.
Perhaps this group contains the fanatic Bisquit
and Courvoisier drinkers who have managed to skew
the entire group out of alignment or perhaps there
is another more interesting explanation.
Perhaps this is one situation where MDS technique
have revealed a hitherto unsuspected fact. Throughout
the study, Martell and Remy have kept a fairly good
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profile while Courvoisier and Bisquit have kept a
fairly consistent bad one. And this follows
common sense. But there may be unknown problems
with the normal commonsense answers especially
when we are dealing with perceptions.
Perhaps Martell and Remy are not in such a
good position as one would suspect and perhaps,
it is not the obvious Bisquit and Courvoisier who
stand to gain, but the quietly unobtrusive FOV
and Hennessey.
These two brands have modestly maintained good
perceptions throughout the entire study from all
age, income and brand-loyal groups, and in fact, in
this last comparison they are the only two brands
which can maintain a consistent image, and a good
image, across all four income groups, where every
other brand has falthered.
Perhaps, although it certainly cannot be
explained in light of the data we have, but perhaps
there is a vast potential gathering momentum for
FOV and for Hennessey that has gone unnoticed through-
out all other studies, and throughout all of this
one until now.
Perhaps this is one of the advantages of MDS
that we simply do not understand how to cope with
yet.
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Or perhaps it is one of the problems with MDS
that no one has run across.
Only time and the Hong Kong brandy market





This section will serve as both a conclusion
for the MDS study, and for this entire project.
The conclusions to be drawn from the study
are three:
1) The advertising for all brands,
regardless of how long it has run, is not
communicating what it was intended to
communicate, and perceptions are being
draun about the brands either from other
sources or from parts of the advertising
that was not intended to communicate
anything.
2) Two brands, Bisquit and Courvoisier
are in serious trouble with the young group
of brandy drinkers and although this
trouble may not be major at this point it
has the potential for long-term disaster
for the brands as the vast young market
become more frequent drinkers.
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3) Two other brands, FOV and Hennessey
may be quietly creeping to the top
position to oust established brands like
Martell and Remy. This cannot be a firm
conclusion, but many pieces of evidence
within the study tend to support it.
In concluding this paper and this project, the
researcher thinks there is really only one point to
make:
Even with the many problems and limitations on-
the MDS method, he believes that it, or something
very much like it, is vital for brandy marketers,
and indeed for marketers of all products that depend
heavily on perceived values for their survival in
the market.
CONSTRAINTS LIMITING THE CLARITY AND ACCURACY OF THIS
STUDY
Obviously this study was undertaken only to serve
as an example to prove-that MDS was a feasible technique
with which to tackle the lack of sound perception data
in the Hong Kong brandy market.
It was not expected to yield surprising or
revolutionary results and it was not designed to meet
the most rigid standards of statisical significance
that would be required by any academic or scientific
criteria.
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Nevertheless, even this example study could
be easily expanded to become a fully significant
piece of research given the following minor adjust-
ments.
1) A larger sample size
As explained in the previous Method-
ology chapter (Chapter V), the size of
sample in this instance was limited to
eighty for time/budget/organizational reasons.
This sample could simply be expanded using
the same questionnaire and face-to-face
interview style and could yield fully
significant data which would enhance the
accuracy of the study a great deal. Just
as an example, the MDS cigarette study
quoted in Chapter III used a sample size
of 1200.
2) Configuration labelling
Labelling the configuration after
the KYST program to find the dimension names
requires the statistical skill of a
professional researcher, rather than the
mediocre talents of a mere MBA student.
All MDS literature points out the
importance and the difficulty of labelling
the vital underlying dimensions and suggests
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a number of ways to doing so, most of
which involve recalling the respondents
again. This is something that time and
money did not allow.'
However, the use of a professional
researcher with the budget to recall
respondents and the skill to make educated
guesses could not only increase the
accuracy of the study, but could be of
great benefit to all brandy marketers
in Hong Kong, since he'could likely discover
marketers in Fong Kong, since he could
likely discover hitherto unknown dimensions
that could be vital to the brands.
3) Attribute clustering
Using nineteen separate attributes, as
we have done here, is very clumsy when it
comes to computation and evaluation. Usually,
in professional MDS studies, these values
could be reduced through some form of cluster
analysis to become a more manageable number,
-without losing any of the pertinent data.
iFor a more detailed outline of the difficulties
in configuration labelling, please refer to Hair Jr.,
op. cit., pp.303-304.
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Neither time, money or manpower were
available for this to be done in this study,
but in an expanded version of it, this could
be done quite easily to include new data
and the data already collected in this study.
4) Attribute weighing
Although this study was able to collect
perception data, there was no time, money or
manpower available to determine what importance
respondents gave to each type of perceptions.
This in fact can be done quite easily
with the use of a MDS program known as
INDISCAL2, which deals with each response
individually and weighs the perceptions
to deliver a much truer picture of what
is most important to most consumers.
5) Ideal point calculations
Similar to the INDISCAL program mentioned
about but taking the information even one
step further, the ideal points, as explained
earlier, can show us exactly what the perceived
characteristics of the ideal product for the
maximum number of respondents would be.
2For a full description of INDISCAL, please
refer to Schiffman, op. cit., pp-143-168.
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Unfortunately, at this time, the computer
program for determining MDS ideal points is
not available in Hong Kong unless one has a
great deal of money.
And this researcher did not.
Naturally a sufficiently funded,
professional study would seek to determine
these ideal points as a matter of course
since it could reveal incredible new
insights for product reformulation or new
product development.
Current problems with MDS in Hong Kong and worldwide
Although MDS promises vast potential, there are
still a great many problems that plague researchers
internationally and special problems that will affect
Hong Kong.
Internationally
In terms of universal problems, there are basically
three with MDS that have not been resolved satsi-
factorily, although there are many solutions proposed.
1) How to collect the data
For virtually all MDS studies, the object
is to study perceptual data and the problem
is to put that data into rank order pairs such
that it can be dealt %rith mathematically with-
out losing any meaning or relevance.
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Generally, with small studies like
this, it can be accomplished with the
questionnaire method employed here. The
problem only becomes evident when a large
number of attributes need to be tested.
In this situation, the interview
can take days and the danger is that both
interviewer and respondent will become
increasingly bored or fatigued.
Some proposed solutions include making
subjective breakdowns of respondent groups
and letting these sub-groups each take one
part of the test. Another suggests using
core stimuli for all groups, then breaking
the stimuli into branches, each sub-group
only doing small sections.
Other proposals vary slightly, but
virtually all attempt in some way to break
down the sample group, rather than trying
to break down the stimulus group or the
number of questions.)
Of course this problem affects only
large studies, but is a serious problem,
nevertheless.
Ferber, R. Handbook of Marketing Kesearcn
(New York: McGraw-Hill, 1974), p p.377-37.
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2) How to interpret the data
Determining the dimensions of the raw
configurations is called, in all texts, more
an art than a science. So far there is no
definitive method of doing this except by
experience or talent, which not every
researcher can expect to have.
This will continue to be a problem for
all sizes of. study, as it was in this study,
until a definite step-by-step set of
procedures is developed.2
3) How to evaluate the data
Since most MDS studies are concerned
with perceptions there comes the time when,
after all is done, that the researcher must
sit down and not only reveal his findings
by giving a good guess, if not a good reason
why the f indinp3 have turned out. that way.
Unfortunately our present knowledge of
the actual mechanics of perception iS very
limited and it is often difficult to explain
why respondents or an entire sample group
may be seeming to act in a way completely
contrary to all common-sense and accepted
2Hair Jr., loc. cit.
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assumptions.'
Yet the data is written there. With
more knowledge of the way the human mind
works, even more can be read from that
data than is now possible.
A side issue problem with perception
and MDS is stability of results. Since we
know people perceive the same stimulus
differently at different times, it stands
to reason that no two MDS studies studying
perception, even if they used the exact
same respondents after a time period, could
expect to come up with the same results.
Therefore it is hard to judge if the study
is at fault or not, since there is no way
to obtain benchmark information.4
SPECIFIC HONG KONG PROBLEMS
The first and main problem, of course, is
qualified professional personnel. There are none
available in the commercial field in Hong Kong right
now with any great knowledge of MDS. The only people
qualified are at the universities and they do not
have the time, and in many cases the inclination to
lend themselves to commercial projects.
Ferber, op. cit., p. 379
4 Ferber, op. cit., p. 378
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Another local problem is the availability of
computer software to deal with the complex MDS
computations. Even the university does not have
all the necessary programmes, and even if it did,
getting the use of them for commercial studies might
well be difficult.
There is also the computer time necessity. The
University and Polytechnic Computer Centre is only
open to the three institutions and even if private
computers were available, the time devoted to even a
medium sized project could never be recouped since
clients would never agree to pay the high costs.
The last problem, and likely the most difficult
to overcome, is the complete ignorance of the marketing
men and the research people about the potential for
MDS.
An expensive, long term campaign would have to
be started on them, simply to introduce and sell the
entire concept of MDS.
These are the problems and they are by no means
insurmountable. But they are problems and they must
be overcome or circumvented before the benefits of
MDS can be freely available and freely used in
Hong Kong.
TABLE 1
RESPONDENTS' AGE AND FREQUENCY OF DRINKING
More than Once a Once two Once a
Age once a week week weeks month Total
20-29 0a 0 0 26 26
0.00c 0.00 0.00 32.91 32.91
0.004 0.00 0.00 100.00
0.00 0.00 0.00 68.42
30-39 4 3 15 10 32
5.06 3.80 18.99 12.66 40.51
12.50 9.38 46.88 31.25
44.44 33.33 65.22 26.32
40-49 5 6 8 2 21
6.33 7.59 10.13 2.53 26.58
23.81 28.57 38.10 9.52
55.56 66.67 34.78 5.26
Total 9 9 23 38 79
11.39 11.39 29.11 48.10 100.00




Remy Courvoi- Hennessey Blue
Age Martell Martin sier FOV Bisquit X0 Ribbon Total
20-29 15a 6 0 2 0 3 0 26
18.99 7.59 0.00 2.53 0.00 3.80 0.00 32.91
57.69 4 23.08 0.00 7.69 0.00 11.54 0.00
37.50 54.55 0.00 16.67 0.00 100.00 0.00
30-39 17 4 1 7 2 0 1 32
21.52 5.06 1.27 8.86 2.53 0.00 1.27 40.51
53.13 12.50 3.13 21.88 6.25 0.00 3.13
42.50 36.36 16.67 58.33 33.33 0.00 100.00
40-49 8 1 5 3 4 0 0 21
10.13 1.27 6.33 3.80 5.06 0.00 0.00 26.58
38.10 4.76 23.81 14.29 19.05 0.00 0.00
20.00 9.09 83.33 25.00 66.67 0.00 0.00
Total 40 11 6 12 6 3 1 79
50.63 13.92 7.59 15.19 7.59 3.80 1.27 100.00
aFrequency bPercentage cRow Percentage dColumn Percentage
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UNAIDED NEXT BRAND AWARENESS
Remy Courvoi- Hennessy
Age Martell Martin sier FOV Bisquit X0 Total
20-29 9 b 13 0 3 0 1 26
11.39 c 16.46 0.00 3.80 0.00 1.27 32.91
34.62d 50.00 0.00 11.54 0.00 3.85
33.33 50.00 0.00 21.43 0.00 25.00
30-39 9 7 2 9 2 3 32
11.39 8.86 2.53 11.39 2.53 3.80 40.51
28.13 21.88 6.25 28.13 6.25 9.38
33.33 26.92 40.00 64.29 66.67 75.00
40-49 9 6 3 2 1 0 21
11.39 7.59 3.80 2.53 1.27 0.00 26.58
42.86 28.57 14.29 9.52 4.76 0.00
33.33 23.08 60.00 14.29 33.33 0.00
Total 27 26 5 14 3 4 79
34.18 32.91 6.33 17.72 3.80 5.06 100.00
aFrequency bPercentage CRow Percentage Column Percentage
TABLE4
UNAIDED TRIAL AWARENESS( FIRST MENTION )
R emy C ourvoi - H ennessy
A ge M artell M artin sier FOV B isquit X o T otal
2 0 - 2 9 1 4 a 8 0 1 0 3 2 6
1 7 . 7 2 b 1 0 . 1 3 0 . 0 0 1 . 2 7 0 . 0 0 3 . 8 0 3 2 . 9 1
5 3 . 8 5 c 3 0 . 7 7 0 . 0 0 3 . 8 5 0 . 0 0 1 1 . 5 4
4 1 . 1 8 d 5 3 . 3 3 0 . 0 0 7 . 1 4 0 . 0 0 7 5 . 0 0
3 0 - 3 9 1 2 6 2 9 2 1 3 2
1 5 . 1 9 7 . 5 9 2 . 5 3 1 1 . 3 9 2 . 5 3 1 . 2 7 4 0 . 5 1
3 7 . 5 0 1 8 . 7 5 6 . 2 5 2 8 . 1 3 6 . 2 5 3 . 1 3
3 5 . 2 9 4 0 . 0 0 2 5 . 0 0 6 4 . 2 9 5 0 . 0 0 2 5 . 0 0
4 0 - 4 9 8 1 6 4 2 0 2 1
1 0 . 1 3 1 . 2 7 7 . 5 9 5 . 0 6 2 . 5 3 0 . 0 0 2 6 . 5 8
3 8 . 1 0 4 . 7 6 2 8 . 5 7 1 9 . 0 5 9 . 5 2 0 . 0 0
2 3 . 5 3 6 . 6 7 7 5 . 0 0 2 8 . 5 7 5 0 . 0 0 0 . 0 0
T otal 3 4 1 5 8 1 4 4 4 7 9
4 3 . 0 4 1 8 . 9 9 1 0 . 1 3 1 7 . 7 2 5 . 0 6 5 . 0 6 1 0 0 . 0 0
a F requencyb P ercentagec R ow P ercentaged C olumn P ercentage
TARI F F














































































































































































































Row Percentage Column Percentage
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TABLE 7
PERSONAL INCOME OF RESPONDENTS
Below $2,000- $4,000- $6,000 and
Age $2,000 $3,999 $5,999 above Total
20-29 4a 10 11 1 26
5.06 b 12.66 13.92 1.27 32.91
15.334 38.46 42.31 3.85
80.00 41.67 33.33 5.88
30-39 1 7 15 9 32
1.27 8.86 18.99 11.39 40.51
3.13 21.88 46.88 28.13
20.00 29.17 45.45 52.94
40-49 0 7 7 7 21
0.00 8.86 8.86 8.86 26.58
0.00 33.33 33.33 33.33
0.00 29.17 21.21 41.18
Total 5 24 33 17 79
6.33 30.38 41.77 21.52 100.00
aFrequency bPercentage cRow Percentage dColumn PercentagE
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FIGURE 1

























1For a full explanation on how to read these configu-
rations, refer to Appendix 5.
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FIGURE 2



















































































































































































































































































































JOINT-SPACE CONFIGURATION FOR BRANDY DRINKERS WITH






























N.B. APPROACH ONLY MEN
1) Would you please tell how old are vou?






2) How often do you drink VSOP brandy.
More than once a week 1 (5)
2Once a week
3Once every 2 weeks
4Once a month
Less than once a montr 5END INTERVIEW
3) What VSOP brandies have you heard of before? Any others!
4) Which VSOP brandies have you tasted before? Any Others?
5) Which brand do you drink most often?
SHOW CARD WITH THE SIX VSOP BRAND NAMES
6) Suppose the brand you drink most often is not available, which
substitute brand would you like to have most? Next?
ASK RESPONDENT TO RANK ALL SIX BRANDS. MARK HIS OWN BRAND
T. THE SUBSTITUTE HE LIKE BEST '2'...ETC UNTIL ALL SIX
BRANDS HAVE BEEN RANKED.
VSOP BRANDS











































7) SHOW CARD OF BRANDY CHARACTERISTICS We all know that each VSOP
brandy has its own characteristics. We would like to know how you
106
as a brandy drinker, see these six brands. we nave preparea a
list of 19 'characteristics' about these brandies, and would
like you to rate each brand against these characteristics on a
7-point bipolar scale. For example, the first 'characteristic'
scale ranges from 'extremely smooth and mellow' to 'extremely
harsh and heating'. You can pick your choise of rating
according to the following interpretation of scale values:
Scale Value
7'Extremely' smooth and mellow
6'Very' smooth and mellow
5'Quite' smooth and mellow
4'Neither' smooth and mellow
'Nor' harsh and mellow heaty
3'Quite' harsh and heaty
2'Very' harsh and heatyy
1'Extremely' harsh and heaty
RECORD RATING ON THE FOLLOWING TABLES
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BRAND: MARTELL (22)
1 2 3 4 5 6 7 Smooth and mellow........ (23)1) Harsh heaty
2) Matured for a Matured for a long
short time 1 2 3 4 5 6 7 time.................... (24)
3) Poor value for
money 1 2 3 4 5 6 7 Good value for money.....(25)
4) Cheap and low class 1 2 3 4 5 6 7 Expensive and high class.(26)
Packaging unique and5) Packaging common
1 2 3 4 5 6 7 attractive .............(27)and dull
Good as a gift for6) Good as a gift for
1 2 3 4 5 6 7 others .................(28)one self
Ideal for happy7) Unsuitable for happy
1 2 3 4 5 6 7 occasions ..............(29)occasions
8) Good to drink alone 1 2 3 4 5 6 7 Good for sharing with
friends ................(30)
9) Unknown in Hong Kong 1 2 3 4 5 6 7 Popular in Hong Kong..... (31)
Good comments from10) Bad criticisms from
knowl edgeabl eknowledgeable
1 2 3 4 5 6 7 drinkers ...............(32)drinkers
1 2 3 4 5 6 7 Suit men most............ (33)11) Suit women most
Good to be drunk when12) Good to be drunk
1 2 3 4 5 6 7when eating at drinking out........... (34)
home
1 2 3 4 5 6 7 Good with Chinese food...(35)13) Good with western
food
1 2 3 4 5 6 714) Drunk by non- Drunk by businessmen..... (36
businessmen
Drunk by white-collar15) Drunk by blue-
1 2 3 4 5 6 7 workers ................(37)collar workers
1 2 3 4 5 6 7 An old people's drink....(38)16) A young people's
drink
1 2 3 4 5 6 7 Auspicious connotation ...(39)17) Un-auspicious
connotation
Taste easy to be accepted18) Taste difficult
1 2 3 4 5 6 7to be accepted by all .................(40'
by all
1 2 3 4 5 6 7 Associated with France...(4119) Associated with
Hnnn Knnn
BRAND : REMY MARTIN (42)
1) Harsh heaty
2) Matured for a short time
3) Poor value for money
4) Cheap and low class
5) Packaging common dull
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
Smooth mellow
Matured for a long time
Good value for money,
Expensive and high clas
Packaging unique






6) Good as a gift for
oneself 1 2 3 4 5 6 7
Good as a gift for
others 48)
7) Unsuitable for happy
occasions
1 2 3 4 5 6 7 Ideal for happy occasion 49)
8) Good to drink alone 1 2 3 4 5 6 7 Good for sharing with
friends. 50)
9) Unknown in Hong Kong 1 2 3 4 5 6 7 Popular in Hong Kong .(51)
10) Bad criticisms from
knowledgeable
drinkers
1 2 3 4 5 6 7
Good comments from
knowledgeable drinkers 52)
11) Suit women most 1 2 3 4 5 6 7 Suit men most .(53)
12) Good to be drunk when
eating at home 1 2 3 4 5 6 7
Good to be drunk when
dining ou1 (54)
13) Good with Western food 1 2 3 4 5 6 7 Good with Chinese food (55)
14) Drunk by non-businessmen 1 2 3 4 5 6 7 Drunk by businessmen. (56)
15) Drunk by blue-collar
workers 1 2 3 4 5 6 7
Drunk by white-collar
workers. (57)
16) A young people's
drink
1 2 3 4 5 6 7 An old people's drink. (58)
17) Unauspicious connotation 1 2 3 4 5 6 7 Auspicious connotation (59)
18) Taste difficult to be
accepted by all 1 2 3 4 5 6 7
Taste easy to be accepted
by all .(60)
19) Associated with Hong
Kong
1 2 3 4 5 6 7 Associated with France (61)
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BRAND: COUVOISIER. (62
1 2 3 4 5 6 7 Smooth mellow...........(63)1) Harsh heaty
2) Matured for a short time 1 2 3 4 5 6 7 Matured for a long time...(64)
1 2 3 4 5 6 7 Good value for money......(65)3) Poor value for money
1 2 3 4 5 6 7 Expensive and high class..(66)4) Cheap and low class
1 2 3 4 5 6 7 Packaging unique5) Packaging common dull
attractive ..............(67)
wood as a girt tor6) Good as a gift for
1 2 3 4 5 6 7 others .................(68)oneself
1 2 3 4 5 6 7 Ideal for happy occasions.(69)7) Unsuitable for happy
occasions
1 2 3 4 5 6 7 Good for sharing with8) Good to drink alone
friends .................(70)
1 2 3 4 5 6 7 Popular in Hong Kong......(71)9) Unknown in Hong Kong
Good comments from10) Bad criticism from
knowledgeable drinkers..(72)1 2 3 4 5 6 7knowledgeable
drinkers
1 2 3 4 5 6 7 Suit men most .............(73)11) Suit women most
Good to be drunk when12) Good to be drunk when
dining out ..............(74)1 2 3 4 5 6eating at home
1 2 3 4 5 6 7 Good with Chinese food....(75)13) Good with Western food
1 2 3 4 5 6 7 Drunk by businessmen...... (76)14) Drunk by non-
businessmen
1 2 3 4 5 6 7 Drunk by white-collar15) Drunk by blue-collar
workers .................(77)workers
1 2 3 4 5 6 7 An old people's drink.....(78)16) A young people's drink
17) Unauspicious connotatior 1 2 3 4 5 6 7 Auspicious connotation.....(79)
Taste easy to be accepted18) Taste difficult to be
1 2 3 4 5 6 7 by all ....................(4)accepted by all
1 2 3 4 5 6 7 Associated with France......(5)19) Associated with Hong
Konq
*CARD PUNCHER PLEASE NOTE:
- CARD NUMBER......... 1 .....(80)
- REPEAT QUESTIONNAIRE NUMBER IN SECOND CARD.....(1-3)
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(6)BRAND: FOV
1 2 3 4 5 6 7 Smooth mellow............ (7)1) Harsh heaty
2) Matured for a short time 1 2 3 4 5 6 7 Matured for a long time.... (8)
1 2 3 4 5 6 7 Good value for money....... (9)3) Poor value for money
1 2 3 4 5 6 7 Expensive and high class...(10)4) Cheap and low class
5) Packaging commom dull 1 2 3 4 5 6 7 Packaging unique
attractive ...............(11)
6) Good as a gift for Good as a gift for others.. (12J
1 2 3 4 5 6 7oneself
1 2 3 4 5 6 7 Ideal for happy occasions..(137) Unsuitable for happy
occasions
1 2 3 4 5 6 7 Good for sharing with8) Good to drink alone
friends ..................(14
1 2 3 4 5 6 7 Popular in Hong Kong....... (15)9) Unknown in Hong Kong
Good comments from10) Bad criticisms from
knowledgeable drinkers...(16)1 2 3 4 5 6 7knowl'edgeabl e
drinkers
1 2 3 4 5 6 7 Suit men most ..............(17)11) Suit women most
Good to be drunk when12) Good to be drunk when
1 2 3 4 5 6 7 dining out ...............(18)eating at home
1 2 3 4 5 6 7 Good with Chinese food.....(19)13) Good. with Western food
14) Drunk by non-businessmer 1 2 3 4 5 6 7 Drunk by businessmen.......(20)
Drunk by white-collar15) Drunk by blue-collar
1 2 3 4 5 6 7 workers .................(21)workers
1 2 3 4 5 6 7 An old people's drink......(22)16) A young people's drink
17) Unauspicious connotatior 1 2 3 4 5 6 7 Auspicious connotation..... (23)
Taste easy to be accepted18) Taste difficult to be
1 2 3 4 5 6 7 by all ..................(24)accepted by all




1 2 3 4 5 6 7 Smooth mellow........... (17)1) Harsh heaty
2) Matured for a short time 1 2 3 4 5 6 7 Matured for a long time...(28)
1 2 3 4 5 6 7 Good value for money......(29)3) Poor value for money
1 2 3 4 5 6 7 Expensive and high cla.ss..(30)4) Cheap and low class
1 2 3 4 5 6 7 Packaging unique5) Packaging common dull
atrractive ..............(31)
Good as a gift for6) Good as a gift for
1 2 3 4 5 6 7 Others ..................(32)oneself
Ideal for happy7) Unsuitable for happy
occasions ...............(33)1 2 3 4 5 6 7occasions
1 2 3 4 5 6 7 Good for sharing with8) Good to drink alone
friends .................(34)
1 2 3 4 5 6 7 Popular in Hong Kong...... (35)9) Unknown in Hong Kong
Good comments from10) Bad criticisms from
knowledgeable drinkers..(36)1 2 3 4 5 6 7knowledgeable
drinkers
1 2 3 4 5 6 711) Suit women most Suit men most............. (37)
Good to be drunk when12) Good to be drunk when
dining out .............(38)1 2 3 4 5 6 7eating at home
1 2 3 4 5 6 7 Good with Chinese food....(39)13) Good with Western food
1 2 3 4 5 6 7 Drunk by businessmen......(40)14) Drunk by non-
businessmen
Drunk by white-collar15) Drunk by blue-collar
1 2 3 4 5 6 7 workers ................(41)workers
1 2 3 4 5 6 7 An old people's drink.....(42)16) A young people's drink
17) Unauspicious connotatior 1 2 3 4 5 6 7 Auspicious connotation.... (43)
Taste easy to be accepted18) Taste difficult to be
1 2 3 4 5 6 7 by all .................(44)accepted by all




1) Harsh heaty 1 2 3 4 5 6 7 Smooth mellow...........(47)
2) Matured for a short ti ME 1 2 3 4 5 6 7 Matured for a long time...(48)
3) Poor value for money 1 2 3 4 5 6 7 Good value for money......(49)
4) Cheap and low class 1 2 3 4 5 6 7 Expensive and high class..(50)
5) Packaging common dull 1 2 3 4 5 6 7 Packaging unique
attractive ..............(51)
6) Good as a gift for Good as a gift for
1 2 3 4 5 6 7oneself others .................(52)
7) Unsuitable for happy 1 2 3 4 5 6 7 Ideal for happy ocassions.(53)
occasions
8) Good to drink alone 1 2 3 4 5 6 7 Good for sharing with
friends .................(54)
9). Unknown in Hong Kong 1 2 3 4 5 6 7 Popular in Hong Kong......(55)
LO) Bad criticisms from Good comments from
knowel dgeabl e 1 2 3 4 5 6 7 knowledgeable driners..(56)
drinkers
11) Suit women most 1 2 3 4 5 6 7 Suit men most .............(57)
12) Good to be drunk when Good to be drunk when
eating at home 1 2 3 4 5 6 7 dining out .............(58)
13) Good with Western food 1 2 3 4 5 6 7 Good with Chinese food....(59)
1 2 3 4 5 6 7 Drunk by businessmen......(60)14) Drunk by non-
businessmen
Drunk by white-collar15) Drunk by blue-collar
1 2 3 4 5 6 7 workers .................(61)workers
16) A young people's drink 1 2 3 4 5 6 7 An old people's drink.....(62)
17) Unauspicious connotatior 1 2 3 4 5 6 7 Auspicious connotation.... (63)
18) Taste difficult to be Taste easy to be accepted
by a l l 1 2 3 4 5 6 7 by all .................(64)
19) Associated with Hong 1 2 3 4 5 6 7 Associated with France....(65)
Kong
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8) Mav I know your personal monthly income?




Thank you very much for your co-operation. Good-bye!
CARD PUNCHER PLEASE NOTE ENTER CARD NO (67)
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APPENDIX 2
HOW THE KYST PROGRAM WORKS1
by
Forrest W. Young
In this section we describe how the KYST
program works.
As described in Chapters 6 and 7, KYST can
perform CMDS and RMDS, but not WMDS. When there
is only one matrix of data it can perform a CMDS
analysis, and perform RMDS when there is more than
one matrix of data. In the description given here,
we assume that there are several matrices of data.
There are, however, only occassional differences
when there is but one matrix, and these differences
are noted in the description.
As with other MDS programs, KYST is an itera-
tive program. Each iteration consists of two major
substeps, one computing an order-preserving data
transformation, the other computing stimulus
coordinate values. These two steps are alternated
ISchiffman, S. S., Reynolds, M. L. and Young
F. W. Introduction to Multidimensional Scaling,
Theory, Methods and Application, (New York: Academic
Press. 1981). p. 358-362.
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until the iterative process terminates. This
programs is based on a type of algorithm called
negative gradient algorithm. It optimizes the
function called Kruskal's STRESS index.
KYST uses a least-squares procedure to
obtain the order-preserving data transformation.
The coordinate estimation substep in KYST
is a bit complex, and has the following general
structure. Each algorithm starts by determining
a direction for moving each point in the config-
uration. When a point is moved a small amount
in the indicated direction, the goodness of fit
of the configuration improves. (This direction
is called the negative gradient, hence, the name
of the algorithm). A direction is determined for
each point prior to moving any of the points.
Then, all points are moved by a small amount.
Unfortunately, we do not necessarily know
how much a small amount is, and we may wind up
moving the points too far, accidentally worsening
the fit. In this case we have to try over again,
taking a smaller step in the desired direction,
shortening our step until it does result in a
better fit. This problem is known as the step size
problem. KYST has a number of mechanisms for
trying to guess the step size. The coordinate
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estimation suscep in not leaset squares,
thus KYST is not ALS procedure.
We now turn to a detailed description of
the KYST negative gradient procedures.
Initial Configuration
1) The first step is to compute an average
data matrix over all of the matrices
read in. This is done simply by
obtaining the root mean square (RMS)
mean, over data matrices 0k, for each
element Oijk. (Root mean square means
that all values are squared before the
mean is calculated, and then the square
root of the mean is taken.) We denote
the RMS data matrix as 0*.
2) The next step is to obtain the scalar
products of the averaged data 0'. This
is done by the formula
where the Oi2 are the squares of the
elements of O*j2, 0j*2 O j*2, and 0*2 are
the row, column, and grand means of the
squared averaged data 0 , respectively.
3) Finally, the average scalar products B*
from step 2 are used to compute the initial
b*ij=-1/2(0ij-0i*2-0*2+0*2)
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stimulus configuration using the classical
Young-Householder multidimensional scaling
procedure:
where X is an n x r matrix of n stimulus
points on r dimensions, and X' is the
transpose of the X matrix. Matrix X is
the initial configuration.
Optimization Algorithm
1) Distances: Distances are computed accord-
ing to the (unweighted) Euclidean model.
where Xia and Xja are the coordinates of
stimulus i and j on dimension a. The first
set of distances are computed from the
coordinates obtained in step 3 of the
initialization procedure. After that, the
coordinates are obtained from step 3b of
the iterative process (see the following).
2) Data transformation: In KYST the order-
preserving data transformation is Kruskal's
least-squares monotonic transformation.
This yields transformed data (called
disparities) that are a monotonic trans-
formation of the raw data and least-squares
119
tit to the distances. When there are
ties in the data, KYST provides the
choice of untying the ties (with
Kruskal's primary approach) or of
leaving ties tied (with his secondary
approach).
3) Model Estimation: The model estimation
step consists of several substeps which
calculate the negative gradient, move
the points, calculate STRESS, and when
necessary, change the stepsize and move
the points again. We describe each of
these substeps below.
3a. The negative gradient is computed.
This tells us the direction each
point should be moved so that the
distance between the moved points
will be more like the disparities
(transformed data) just computed in
step 2. We do not, in this step,
actually move the points, we only
figure out the direction of optimal
movement. The negative gradient
direction is determined by computing
the partial derivatives for point i
on each dimension a. These deriva-
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Lives are denoted gia and are
calculated, in both programs, by
the formula:
where dij is the distance between
points i and j before they are moved
(from step 1), dij is the disparity
(transformed similarity) for stimuli
i and j (from step 2), and Xia and
Xja are the coordinates of points i
and j on dimension a before movement
(from step 3 of the initialization
or step 3b). The rationale of this
formula, and its derivation has been
explained geometrically by Young (1975),
The vector going from point i through
the point with coordinates gia is the
negative gradient direction for point
i, and is the direction in which point
i will be moved.
3b. Next, the points Xia are all moved a
step along their negative gradient
directions. This is done, for each
point, by adding a proportion of gia
to Xia
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where Xia is the old (unmoved) coordinate
of point i on dimension a, X+ is the
new (moved) coordinate, gia is the
gradient, and s is the step size.
3c. The goodness-of-fit, STRESS, is
calculated according to the-formula:
3d. We now modify the step size. KYST has
a fairly sophisticated modification
procedure. The procedure involves
several factors, but is primarily
dependent on the angle of the current
gradient vector with the previous one.
If the angel is nearly zero then we
are continuing on in the same direction
as before, and we should have taken
a bigger step. On the other hand,
if the angel is almost a right angle,
then we probably have jsut about the
right step size. Finally, if the
angle is 180°, we are turning around
and backing up, so the step size is
clearly too big. KYST uses these
notions to modify the step size in a
continuous fashion as a function of
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the running average of such angles
over several previous iterations.
4) Termination: We now check to see if we
should terminate the iterations. The
check involves seeing whether the value
of STRESS is improving by too small an
amount, whether the stepsize is too small,
whether the value of STRESS is very small,
or whether the number of iterations is
too many. There are default values given
to each of these aspects, and each default
values given to each of these aspects,
and each default can be overridden. The
default values and precise definitions
of each aspect differ in the two programs.
If none of these conditions are met the
program goes to step 1 of the iterative
process and starts on another iteration.
Otherwise, the current coordinates (from
step 3b) are used to compute distances
(using the procedure in step 1) and
disparities (step 2). These values are
printed, and the program terminates.
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IKruskal, J.B. Multidimensional Scaling,(Beverly
Hills: Sage Pub ications, 1978), p. 79.



















SOURCES FOR MDS PROGRAMS1
BELL:
Computing Information Service
Attention: Mrs. Irma Biren
Bell Laboratories
600 Mountain Avenue
Murray Hill. New Jeresy 07974
MICHIGAN:
Professor James C. Lingoes
1000A North University Building
The University of Michigan
Ann Arbor, Michigan 48104
NYMEGEN:




1KrusKal, J.B. Multidimensional Scaling.









Attention: Professor Forrest Young
University of North Carolina









THE MECHANICS OF PERCEPTION MAPS
The perception maps which follow are spatial
representations of the similarities, or dissimilar-
ities, between the consumer perception of the six
tested brands.
The axes of the map are the dimensions. The
arrows or vectors are the parameters of the test-
the nineteen attributes listed in the Questionnaire
(See Appendix 1). The labelled points are the
positions plotted for the various brands according
to the consumer perceptions of those brands in
terms of the attribute vectors.
The relative importance or unimportance of the
various attribute vectors to the perceived image
of the brand can be determined by the position of
the points plotted for the brand versus the position
of the attribute vectors.
Lines drawn from the plotted brand points in
such a way to intersect the attribute vector at a
90 degree angle will reveal all the attribute
perceived to be important to the brand. (Obviously,
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for many attribute vectors, it is impossible to
construct this perpendicular intersection. There-
fore those attributes are not perceived to have
any relevance to the brand.)
Those attributes perceived to have the most
importance to the brand will be those having the
longest distance between the 90 degree inter-
section point and the intersection of the dimension
axes.
Calculation of this distance can also reveal
the relative weight attached to the same attributes
for different brands.
This study is non-metric MDS and therefore
depends on the transforming the perception data
into a rank order of magnitude for the brands
(i.e.: Martell ranks 1st, Remy 2nd, etc.) This
rank order is acheived through a mathematical
procedure known as MONOTONE TRANSFORMATION.
To test the accuracy of the perception map,
points plotted for the brands are compared with
the original rank order of the brand perceptions,
to determine how well the distances between brands
on the map correspond to the original rank order of
the brand perceptions.
The 'goodness-of-fit' (or lack of it) between
the configuration of the brands on the map and the
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rank order of the data is called STRESS and is
calculated with this formula:
STRESS
The perfect correspondence would have a STRESS
factor of 0.00. (or no STRESS at all). The range







STRESS factors above 0.2 are considered
unacceptable.)
Each perception map includes the STRESS factor
市 场 研 究 基 本 方 法1Mun, K. C. and Yau H. M.
Marketing Research: Its Basic Methods (Chinese
University of Hong Kong, 1979), p. 275.
as an indication of the accuracy of the map.
Two-dimensional configuration derived by for Kartell Drinkers
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Joint-space configuration derived by PROFIT for Remy Martin Drinkers
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Joint-space configuration derived by PROFIT for FOV Drinkers
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Joint-space configuration derived by PROFIT for Bisquit Drinkers
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Two-dimensional configuration derived by KYST for Drinkers 30-39 Years of Age
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Two-dimensional configuration derived by KYST for Drinkers 40-49 Years of Age
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Joint-space configuration derived by PROFIT for Drinkers 40-49 Years of Age
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Joint-space configuration derived by PROFIT for Drinkers with
Income HK$2,000-3999
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uisC1 nnri — c: qqq
T -, : rr-J-T-r— -rr.T'- -TT '7- 77™ :» , V r ? frr-r t v-r T..r s :
rl + - - v V
1 Vlf ' r
I ' T i T 77 : L
f ; g ='0 • i -
: q




5 o, ; +
• •
C ; cfI • ?
S f 1
r °-323; ; ;
• : =
• !3 1 ;
( 5 i £(X • ! .
a o.uu t -H j —• • • i
«« : ' •
1 i =
2 . 1 c ! I
g °-,u: !
; ; ; ;
: : r • -




S 0.564 t p 1
1 g ! ?(OC f • V-
. ——— , p -
i ' . i I
i • ' c a
! - t-': 1 : .
i n I %
1 • I zi
r 1 - 1 : =
c 1 i ; c
__ r y v - • t-15 o! ctv-o r!v»n - 1
„ -- - —— — l:3t c
: (
« -r »r I - ir T ; - -y r r, '!Ti- !rnrr r
c s r.r ! 3 ; , ' ;• o l; !l Lc ' it n i: 2t :i -3 2 i' v 1 . « r !•» NCP t
S u-' 7-? - -7 -- -7 -T -T -7 -7 - -7 r— -77 - 77 5T--5-r V5T 7» 7 - An cr- |
I
Two-dimensional configuration derived by KYST for Drinkers with Income
HK$6 ,000 and Above
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Joint-space configuration derived by PROFIT for Drinkers with
Income HK$6,000 and Above
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Two-dimensional configuration derived by KYST for Drinkers that Drink
Brandu More Than Once a Week
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Joint-space configuration derived by KYST for Drinkers that Drink Brandy
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Two-dimensional configuration derived by KYST for Drinkers that Drink Brandy
Once Everu Week
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Joint-space configuration derived by KYST for Drinkers that Drink Brandy
Once Every Week
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Two-dimensional configuration derived by KYST for Drinkers that Drink Brandy
Once Every Two Weeks
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Two-dimensional configuration derived by KYST for Drinkers that Drink Brandy
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